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Rough Proofs 


Jack Dempsey’s magazine piece 
came out just in time to prove that 
he was wrong about Joe Louis. 


7, FT 


They are booming glass again as a 
building material. Market research 
showed that the percentage of stone- 
throwers among prospective home- 
builders is negligible. 


7, ? 


Advertising interests are reported 
to be planning the purchase of the 
Boston Braves. This proves again that 
only an optimist can be an advertis- 
ing man. 

vvy 


If advertising executives buy the 
Braves, they should get Babe Ruth 
back and then sell the advertising 
rights to the Curtiss Candy Company. 


, 9 


Walter Winchell sprang to the de- 
fense of Ben Bernie when the latter 
was attacked by a Congressman. 
Walter is right; there are plenty of 
Congressmen, but only one Bernie. 


a 


Send for Monarch beer, the adver- 
tising suggests, when you have a 
flat tire. Why not when you have a 
flat beer? . 

, vvwy 


Pompeian has started a campaign 
against cosmetics that contain harm- 
ful ingredients. They are evidently 
relying on prima facie evidence. 


a 


So thany gals have used cheap cos- 
metics so long that they can’t even 
think of appearing in public now 
without first getting a good job of 
Simonizing. 

7, FF F 


The Dr. Pepper Company has of- 
fered $2,500 in cash prizes for the 
best descriptions of its popular soft 
drink. The prize-winner will prob- 
ably say that the flavor’s indescrib- 
able. 

7, 9 


Phil Baker and his Armour hour 
will leave the air July 27. This will 
give detractors a chance to say that 
it was only a ham act, anyway. 


7° 7 7 


No wonder President Roosevelt is 
so much opposed to deflation. Look 
what’s been happening to all those 
trial balloons he’s been sending up 
lately. 

v-?w#yV 


Oyster growers got into the lime- 
light by proposing a $100,000 adver- 
tising campaign. [Evidently they 
don’t believe in the old proverb. 
“Oysters should be seen and not 
heard.” 

"> = F 


Even the most taciturn oyster, 
however, can shout with considerable 
success with the aid of an advertis- 
ing fund of $100,000. 


7. ¥F 


Kelpamalt was responsible, the ad- 
vertising now informs us, for the ex- 
tra poundage that helped Braddock 
whip Baer. It should hasten to dis- 
avow the extra poundage that Car- 
nera carried into the ring with Louis. 


. 


When Carnera gets back to Italy, 
how in the world is he going to ex- 
plain to il duce? 

Copy Cus. 


P.A.C.A. ADOPTS 
SIX-POINT PLAN 
AT CONVENTION 


Holds Off Re-Affiliation with 
AAA, 


San Diego, Cal., June 27.—Adop- 
tion of a six-point program to which 
the Pacific Advertising Clubs Associ- 
ation will immediately dedicate itself 
featured the 32nd annual convention 
of that organization, which closed 
here today. The program provides 
for: 

1. Formation of legislative com- 
mittees in western states to act as 
“buffers” between legislators and the 
advertising profession. 

2. Adoption of a new classification 
providing for individual associate 
memberships in P. A. C. A. for adver- 
tising men and women in communi- 
ties that do not have advertising 
clubs. 

3. Organization of “advertising 
study groups” in small communities. 

4. Decision to cooperate with, but 
tc continue to function independently 
of the Advertising Federation of 
America. 

5. Establishment of a P. A. C. A. 
finance committee to control conven- 
tion and organization expenditures. 

6. Re-dedication of energies in sup- 
port of truth in advertising. 


Murphy Named President 


At the annual election Tuesday, 
E. J. Murphy, Los Angeles manager 
of the Dictaphone Sales Corporation 
and vice-president of District Five, 
was elected president of the Pacific 
Advertising Clubs Association, suc- 
ceeding D. R. Minshall, Foster & 
Kleiser Company, San Diego. 

Election of Mr. Murphy was 
agreed to following unsuccessful ef- 
forts to persuade Merriman H. 
Holtz, senior vice-president of the 
P. A. C. A., to reconsider his de- 
cision not to be a candidate, and 
refusal of Warren C. Kraft, of the 
Seattle office of Erwin, Wasey & 
Co., to be a candidate. The con- 
vention had originally sought a 
president from the Northwest be- 
cause of the decision to hold the 
1936 convention in that section of 
the country. 

Other officers elected were Mar- 
garet Lewis, Los Angeles, vice- 
president at large, succeeding Helen 
Augsburg, Oakland; George Wist- 
ing, president of the Advertising 
Club of Portland, senior vice-presi- 
dent, succeeding Mr. Holtz; Chester 
Womer, Seattle, secretary-treasurer; 
Cc. K. Graham, Spokane, vice-presi- 
dent District Two; Charles Pritch- 
ard, San Francisco, vice-president 
District Four. 

The 1936 convention of the P. A. 
C. A. will be held in Seattle. 


Program Explained 


Need for legislative committees in 
the different Western states, whose 
activities would be directed by a cen- 
tral committee in San Francisco, was 
recognized as imperative to head off 
attempts of law-makers to draft leg- 
islation viewed as inimical to adver- 
tising. It is proposed that these com- 
mittees will engage in active legis- 
lative work whenever necessary, and 
will be backed up by the central 
group in San Francisco. 

Because of the wide spread of ter- 
ritory embraced by the P. A. C. A., 

(Continued on Page 22, Col. 1) 


P. A. C. A. PRESIDENT 


E. J. Murphy, who was elected 
president of the Pacific Advertis- 
ing Clubs Association last week. 


COFFEE EXPERTS 
ASK $5,000,000 
FOR PROMOTION 


Would Spend Million a Year 
for Five Years 


Chicago, June 27.—Plans for an ad- 
vertising campaign involving $1,000,- 
000 a year for five years were 
launched by Associated Coffee Indus- 
tries of America at its annual conven- 
tion in Chicago this week. If inter 
ests representing 90 per cent of the 
U. S. tonnage agree to the assessment 
basis outlined, the campaign will ma- 
terialize in the near future. For the 
first time, executives are optimistic 
about the financing. 

The coffee organization has consid- 
ered advertising for so long and has 
conducted so much research into the 
possibilities that all of the needed 
facts are already on hand. In fact, 
what was virtually a complete adver- 

(Continued on Page 26, Col. 1) 


Wallace and Barnum 


Exchange Fiery Notes 
On AAA Amendments 


“No Intent to Injure Advertising” -- Wallace; 
“You Have Injured It” -- Barnum 


Washington, D. C., June 25.—The 
Agricultural Adjustment Adminis- 
tration yesterday made public a let- 
ter from Secretary of Agriculture 
Wallace to Jerome D. Barnum, presi- 
dent of the American Newspaper 
Publishers Association, refuting 
charges that advertising agreements 
in AAA contracts “would inevitably 
mean regulation of advertising by the 
government.” 

Secretary Wallace makes reference 
to Mr. Barnum’s public letter of 
June 19 which was critical of the 
AAA bill H. R. 8492. Saying that 
he wished to make his position clear 
on three points, the Secretary’s letter 
declared: 

“First, no processing tax can be 
levied on newsprint. Under both the 
act and under the amendments pend- 
ing in H. R. 8492, a processing tax 
can be levied only on agricultural 
commodities specifically defined as 
‘basic’ or on commodities competing 
with them.” 

Declaring that newsprint was 
neither a basic agricultural commod- 
ity nor competitive with one, thus not 
being subject to a processing tax, 
Secretary Wallace adds: “Since you 
insist upon imagining a processing 
tax could be levied on newsprint you 
are at liberty to submit to Congress 
or to the Senate agriculture commit- 
tee, which is considering H. R. 8492, 
the amendment you propose specifi- 
cally exempting newsprint, without 
any opposition by me.” 


No Advertising Interference 


The second point is the charge that 
“as to advertising the executives of 
the American Newspaper Publishers 
Association reverse in your letter of 
June 19 the position taken by them 
on June 15 in Bulletin 6430 circu- 
lated confidentially among your 
members. 

“In the private bulletin of June 15, 
your office opposed the AAA amend- 

(Continued on Page 26, Col. 5) 


Last Minute News Flashes 


New York, June 28.—George A. 


resigned, effective July 1. 


to 499. 


other mediums will be used. 


over 60 stations for fall. 


Joseph Katz agency. 


George A. Mott Leaves Forhan Company 


Mott, advertising manager of the 


Forhan Company, dentifrice manufacturer, for the past eight years, has 


Ward to Sell Tires in Chicago’s Loop 
Chicago, June 28.—Montgomery Ward & Co. have conciuded an ar- 
rangement to sell automobile tires, auto radios, batteries and motor oil 
through the 20 loop parking stations operated by R. G. Lydy. Free park- 
ing privileges for 12 hours will be granted with each tire purchase to 
celebrate Ward’s first invasion of the downtown business district since 
1910. Ward will establish stores in ten new towns, increasing the chain 


Mathes to Direct New York Milk Campaign 
New York, June 28.—Of 40 agencies which originally submitted plans, 
J. M. Mathes, Inc., has been selected to conduct this year’s $345,000 New 
York State milk advertising campaign, in which newspapers, radio and 


The Mathes plan provides for specific appeals to population groups. 


Ex-Lax Uses 60 Stations with Transcriptions 
New York, June 28.—Following its withdrawal from a contract with 
Columbia Broadcasting System, Ex-Lax has signed for spot broadcasts 
Transcriptions of a newspaper feature, “Strange 
As It May Seem,” will be used semi-weekly for 26 weeks through the 


New York, June 27.—A _ red-hot 
answer to Secretary of Agriculture 
Wallace’s letter of Monday, restating 
his position with reference to a pos- 
sible processing tax on newsprint, 
and alleged interference with adver- 
tising, was dispatched to the Secre- 
tary yesterday by Jerome D. Barnum, 
president of the American Newspaper 
Publishers Association. 

“T have just read your attempted 
defense of the vast powers sought in 
the pending legislation for the amend- 
ment of the Agricultural Adjustment 
Act, as set forth in your letter to me, 
further referring to a bulletin of the 
American Newspaper Publishers As- 
sociation informing its membership of 
the possible effects of this bill on the 
newspaper publishing business,” Mr. 
Barnum wrote. 

“I notice that whereas you first 
criticized the Association for sending 
out that bulletin, you now state your 
agreement with the position taken 
therein to the effect that regulatory 
power over advertising should not be 
vested in any governmental agency. 
However, you reject an amendment 
which at your suggestion I proposed 
in my letter of June 19 on the claim 
that it will bring about such regula- 
tion. 


Changes Opinion 


“In your original comment on that 
bulletin, you stated that ‘neither the 
Agricultural Adjustment Act nor the 
amendments give the government any 
authority whatsoever to interfere 
with advertising.’ 

“Then you added that if the mem- 
bers of the American Newspaper Pub- 
lishers Association believed there was 
any such authority you would make 
‘no objection to an amendment specifi- 
cally providing that nothing in the 
Act shall be construed as giving any 
authority to regulate advertising.’ 

“In my reply, I pointed out to you 
that your department has interfered 
with advertising. Not only have you 
and your associates on various occa- 
sions referred to advertising as eco- 
nomic waste, but, as I stated, you 
have interfered with it. I cited 
specific examples of such interference, 
such as your refusal to approve a co- 
operative advertising program in the 
California prune growers’ marketing 
agreement; your disapproval of provi- 
sions in the code for the wheat flour 
milling industry; and the restric- 
tions placed on advertising in the 
various food products codes, one of 
which, as approved by you, was de- 
clared unconstitutional by the Su- 
preme Court in the Schecter case. 

“Even so, I accepted your sugges- 
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tion to propose an amendment to the | 


present legislation to prevent the use 
of the Act as it now stands or as it 
may be amended, in such a way as 
to prohibit, regulate, restrict or in- 
terfere with advertising. 


Asks Definite Amendment 


“Now, you state that while you 
agree with the position taken in the 
bulletin, that this legislation should 
not give the government authority to 
regulate advertising, you object to 
the preferred amendment on the 
theory that it will compel govern- 
mental regulation of advertising. If 
I thought it would give such power, 
I should have been the last to suggest 
it. But since you say it does, I now 
ask you to submit for consideration 
of the Congress an amendment which 
will make it clear beyond all perad- 
venture of doubt that those adminis- 
tering the Act are without power, di- 
rectly or indirectly, to prohibit, regu- 
late, restrict or interfere with adver- 
tising, whether contemplated by con- 
cerns upon their own initiative or by 
a number of concerns cooperatively. 
Only by such an amendment may the 
situation be adequately met. 

“If the government be stripped of 
the power to prohibit, regulate, re 
strict or interfere with advertising 
through the instrumentality of orders 
promulgated under the Act or in ap- 
proval of marketing agreements, it 
cannot be argued that if by action of 


persons coming under such agree- 
ments, provisions for cooperative ad- 
vertising are inserted therein, the 
fact of their inclusion will vest in the 
government power to administer such 
provisions in the face of express 
wording of such an amendment. 

“I note your expression of the 
opinion that neither the present law 
nor the proposed amendments can be 
so construed as to make possible the 
levying of a processing tax on news- 
print paper, and that you have no 
objection to the approval by Congress 
of the amendment which I proposed, 
for the purpose of making certain 
that no future order can classify 
newsprint paper as subject to the 
processing tax. I trust that in the 
light of your statement you will 
notify the Senate committee on Agri- 
culture and forestry of your position. 

“In my letter to you I set forth 
other objections to this measure of 
fundamental importance. I expressed 
my personal opinion, to which I 
adhere, that the provisions of this 
bill seeking to prevent the restitu- 
tion of taxes illegally assessed and 
collected are offensive, unjust and un- 
fair. You attempt to defend these 
provisions on the theory that the re 
fund of illegally collected taxes 
‘would constitute one of the greatest 
raids ever perpetrated upon the 
Treasury and upon the taxpayers.’ 

“In my opinion, no government 


should levy a tax in such a manner 
that if the courts hold it invalid, they 
must at the same time hold that resti- 
tution shall not be made to those who 
have directly paid the illegally levied 
taxes into the Treasurer. 

“As to my objection to the snoop- 
ing provisions in this legislation, I 
observe that you were silent in your 
reply to me. Of course they are in- 
defensible. In respect of these let 
me again remind you that the Con- 
stitution of the United States protects 
a citizen against illegal search and 
seizure. The Supreme Court of the 
United States repeatedly has upheld 
this provision in the Constitution. 
Yet this measure proposes to subject 
a citizen who refuses to open his 
books and records and private papers 
upon request of an executive officer 
of the government to fine or imprison- 
ment or both.” 


Sen. Capper Interested 

Washington, D. C., June 28.—Sena- 
tor Arthur Capper of Kansas, well 
known publisher and member of the 
Senate agriculture committee, has as- 
serted that full consideration will be 
given to protective changes in the 
AAA amendments urged by Jerome 
D. Barnum, president of the Ameri- 
can Newspaper Publishers Associa- 
tion, as a result of the exchange of 
letters between Mr. Barnum and Sec- 
retary Wallace. 

Because as a publisher he would be 
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“Per dollar spent . . . The Christian Science 


Monitor has outstripped all mediums for 


bringing results” . . . “We know of no other 


publication which elicits such enthusiasm from 


its readers” ...‘*The class of patrons . . . has 


been of the very highest.” Three statements from 


advertisers who have used the Monitor. Are you 


interested in the advantages they describe? Ask 


for further details about regional rates, dealer 
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The British government, long a 
consistent advertiser, has now 
turned to verse to call attention 
to rate reductions for inland 
telegrams. 


directly affected by the suggested 
amendments, Senator Capper de 
clined to comment on their possible 
results, but said he would study them 
closely when they were taken up in 
committee. 


Wallace Won’t Urge 


Barnum Amendment 

Washington, D. C., June 27.—Fol- 
lowing receipt of the letter of Jerome 
D. Barnum, president of the A.N.P.A., 
asking for “an amendment which will 
make it clear that those administer- 
ing the act are without power to 
regulate, restrict or interfere with 
advertising,’ Secretary of Agricul- 
ture Wallace declared yesterday that 
he would make no effort to have such 
an amendment adopted. 

“I have no objection to such an 
amendment, but will not push it,” 
Secretary Wallace said. “If Mr. Bar- 
num desires such an _ innocuous 
amendment, he can put it through 
Congress. 

“We have stated we have no ob- 
jection. It is up to Mr. Barnum to 
convince Senator Smith of the desir- 
ability of his amendment.” 


New Executives Named 
for “Muncie Star” 


After 31 years with The Star Pub- 
lishing Company, Harry F. Guthrie 
has resigned as general manager of 
the Muncie, Ind., Star to devote his 
time to other interests. B. F. Law- 
rence of Indianapolis, general man- 
ager of the John C. Shaffer proper- 
ties, has announced the appointment 
of Frank E. Harrold, managing ed- 
itor of the Muncie Star for the past 
17 years, as a general manager of the 
Muncie property. 

Fred C. West, cashier of the 
Muncie Star since 1923, has been ap- 
pointed business manager. John O. 
Ferris, news editor of the Muncie 
Star since 1926, will succeed Mr. 
Harrold as managing editor. 


Schedules Lum ’n’ 


Abner on 4 Stations 


The Horlick Malted Milk Corpora- 
tion, sponsor of Lum ’n’ Abner, the 
Ozark philosophers, will keep the 
team on the air for the duration of 
the summer via four stations: WGN, 
Chicago; WLW, Cincinnati; KNX, 
Los Angeles; and KFRC, San Fran- 
cisco. 

Plans are now being made to make 
the program available on a more ex- 
tensive network in the fall. The new 
four-station set-up goes into effect 
July 1. 


NINE PAC. A 
DEPARTMENTALS 
HOLD INTEREST 


San Diego, Cal., June 27.—Nine de- 
partmental sessions, in addition to 
the three noon general sessions, fea- 
tured the unusually successful meet- 
ing of the Pacific Advertising Clubs 
Association which closed here today. 

Special departmental meetings for 
advertising agencies and sales man- 
agers were held Monday morning, 
the newspaper and outdoor advertis- 
ing groups held their sessions Tues- 
day morning, and the radio depart- 
mental was held Wednesday morn- 
ing. 

Sessions of the club management 
group were held both Monday and 
Tuesday, while the retail and direct- 
mail groups each held sessions on 
Tuesday and Wednesday. The hard- 
est-working departmental of all was 
the classified group, which met Mon- 
day, Tuesday, Wednesday and Thurs- 
day, both morning and afternoon. 

Women played their usual impor- 
tant role in the deliberations of the 
meeting, a special women’s breakfast 
Monday morning drawing upwards of 
100 persons to hear Mrs. Bessie A, 
Ochs, manager, Calif-Asia Company, 
Ltd., Hongkong and Los Angeles, de- 
liver a stirring talk on the vast po- 
tentialities of China. This great 
country can be developed only 
through the elimination of poverty 
and the education of the masses, she 
said. 


At the Tuesday session of the news- ° 


paper group, presided over by Elliot 
C. Hensel, advertising director, Oak- 
land Tribune, speakers included Mor- 
ris A. Penter, advertising director, 
San Diego Union and Evening Trib- 
une; J. E. MacIntyre, promotion man- 
ager, Los Angeles Times; and J. Ru- 
fus Doig, O’Mara and Ormsbee, Inc. 

George W. Kleiser, president, Fos- 
ter & Kleiser Company, San Fran- 
cisco, was the principal speaker at 
the outdoor departmental. He sum- 
marized the progress and new devel- 
opments in the industry. 


Reflects Conditions 


One of the highlights of the classi- 
fied advertising sessions was a talk 
by Mr. Hensel, in which he asserted 
that classified advertising provides 
a mirror which reflects the general 
conditions of a city. “The wants and 
desires, the successes and failures of 
people in a community are indicated 
through the classified advertising 
section of a newpaper,” he said. 

“If one will just glance over the 
classified advertising,” he added, “the 
stability or instability of the com- 
munity will be shown. This type of 
advertising plays an important part 
in newspapers. Without the advan- 
tages of display, this type of adver- 
tising is very exacting and requires 
much attention to phraseology if the 
best results are to be obtained.” 


New Agency Organized 

Mutual Trades Corporation has 
been incorporated in New Haven, 
Conn., to conduct a general advertis- 
ing agency. Emanuel H. Adil, presi- 
dent and treasurer, New Haven Press 
& Advertising Company, Inc., and 
Thomas D. Jennett and Harry Pash- 
alinsky are the incorporators. 


H. M. Joyce Dies 


H. Merton Joyce, vice-president and 
manager of sales of the Great North- 
ern Paper Company, died June 24 at 
Quogue House, Quogue, L. I., N. Y. 
He was 59 years old. Funeral serv- 
ices were held June 27 at Mount 
Vernon, N. Y. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound 5th edition of ‘Reserve Illustrations.” Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


~ UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO 


DETROIT 


See =o po., Seee ee a x GES . ie pee ; - ae ‘ Pri f : 
Bean | ee Pe Ji 
ae en) = 
=. ; a " — 
ae rT téi<C*@Cr 
ee 
; f Wires meon No More Pen-top-chewing | 
i oe Do what everybody's dorng— 
? | Send ¢ wire! 
| When you're going off by troin, 
= Send o wire! 
(Or by boot or eereplone— ‘if 
Send @ wire !) i} 
Fleets of cors will come ond meet you | 
And a smiling host will greet you, ! 
tar i ‘W, when pions ore oli complete, you 
ae ie Send a wire ! 
Tee pa ateceh 
eet George has passed his big Exom— 
eae Send @ wire! 
a ee = Kenoeth's got engaged to Pom 
ESE NSS Send o wire! 
ro ‘ a | | 
Pah: hela 
pte, 
_ Send @ wire! 
os 
Weddings, onniversories— 
me Send o wire! 
: | Newcomers to nurseries— 
Send @ wire! 
7 Wire your love to Auntie Anno ! / | 
roe er 
Seah 
ie 
ara 
eg ee ae 
oer et S— 
: 
. | 
Wee ae 
oe iicateare 
(a ee | saat ane a iarniaaeeaiiiaalmeammineans | 
ie Nites My —_ 
ry. ce 0 
ie ——————————————————————————————————————————————————————— —— 
| 
: 
| 
4 = as | 
| 
4a. 
ae ase e age - } 
aes , : 
ae 
ee | 
naar, 
yo is i 2 a 
sth ; 
pS > i 
‘ ey i 
EES ‘ i 
ft Ect ake SERS 
i ey 
: 
hes 
wy j 
Pe | 
CSC 
ae | | 
ip sro 
rs a F Po 
se re 7 ae 
Bee his 
pe 5 | 
Ye See i ae se 
a | Po 
: ) . ee | 
rare tte } 
; | 
: J 
" é a | PO | 
Sa 
a aes 
PO 
he 
| | 
ee | 
— | ae 
ee r 
*é 
+. 
‘ $ 
" al Ze. 
4 ee 6 a 
oi ae BO: 
= iy 
ce oe 
4 Sad a | 
ZZ ee : . 
3 ‘ a - -+ - 
ra \ ' ‘ | 
nn 
+ a a 
are Rn Pear fa Se Seem Nem ep ah eer ate: ta eee te OE eee eS ame Ree me RR ap cee a a Dre cr PT la Repke ok ~ eae iat Re : es eeGh 
RR A RS 5 RM acne kp ci a eh a caine aA ed fea ae 5 MR eR. es ee ae i a EE ee | aR eee 
es a ee eae er ne eae on eee ict” meee Umer” Re" RM eT eels a Fae ees a5: Cee a ee Se re Cera 
a= te? Gs in a Ae ou) Ue ce lag CON SACRA. ea aaa RU ao eR ae BCL RC We SD Siar I aie 22 el cl Nite i MERE BS oa ae RA cs a OR RC me AS a amet A: AM ee alla See AA: issih m EN re ret Pega ee sae ere he ile Nm Aen ea cee gig eae 
ae ce Cae i ia ean eo ag Me A ee CR sg PAL NN ai tee dT ES Ok ae aT ca aS od hatin Rae ey Roe nd oe a ce eg ete Gages: mS: Peete Ae th So ole Mace aD Se a ch IRM SN, eR, idee, a Se SS BRL gs fe” Or) OO gg ie Te es diet. ee 


July 1, 1935 


ADVERTISING AGE 


CHARLIE 
CHAPLIN 


367 TIMES AS MANY 
read 


THE COMIC WEEKLY 


Every Week! 


What a crowd at Churchill Downs! Thousands upon 
thousands of turf enthusiasts! Yet, believe it or not— 


If you put together all the people who have witnessed 
the Kentucky Derby, in all the 61 years of its history, 
you'd still have only a small fraction of the 22,000,000 
people (more than 5,500,000 families) who read THE 
COMIC WEEKLY every week in the year! 


No one has ever seen as big an audience as your 
advertisement in The Comic Weekly reaches. 


Beginning with the June 23rd issue, The Comic Weekly, 
which is distributed with the 17 great Hearst Sunday news- 
Papers, again offers its readers and advertisers the BIG 
‘page that made it the world’s greatest comic publication, and 
the world's champion printed salesman. Rates are as follows: 
Full Page (inside) $16,000; Back Cover, $17,500; Half 
Page (inside) $9,000. 


By the Art of Pantomime, Charlie Chaplin and 
The Little King Hold Vast Audiences. Silently, 


but Skilfully— TATEY ENTERTAIN! 


HARLIE CHAPLIN is pantomime at its best. Here 

is the artist of the age who needs no words to 
entertain ...whose simple grimaces and gestures 
make millions of Americans laugh and cry by turns. 
Small wonder that the entire country is awaiting his 
next picture —for Chaplin offers what America wants 
most: ENTERTAINMENT. 


Like Chaplin, The Little King of The Comic Weekly 
is also a premier entertainer whose actions speak 
louder—and far more entertainingly—than words. Fifty- 
two times a year, he puts on his show in The Comic 
Weekly. And, week after week, 22,000,000 people of 
all ages and positions read The Comic Weekly to see 
what he’s up to next. 


And they follow Skippy, Jiggs, Pop-Eye, Barney Google, 
the Katzenjammers, Tillie the Toiler, Flash Gordon and 
all the others just as avidly. For The Comic Weekly 
presents an “all-star” show of laughs and loves, tears 
and thrills every Sunday. 


THE COMIC WEEKLY 


Everybody Reads The Comics 


959 Eighth Avenue, New York City 


ANTOMIMISTS J 


Pe 
* 
- 

L 
e 


THE 
LITTLE KING 


— 


And it offers advertisers an “all-star” audience: 


(1) Largest in the world: Over 5,500,000 families, more than 
22,000,000 regular readers. 


(2) Read by all the family: By 68% of the men, 72% of the women, 
99% of the juveniles—everyone who influences the purchase. 
(And those purchases include everything from cereals to 
floor-wax, from soap to automobiles.) 


(3) More bona-fide buyers: Concentrated largely in the 995 ‘‘Key 
Cities’ of 10,000 population and over, where the 17 great 
Hearst Sunday newspapers are distributed, and where 70% 
of all retail buying is done. 


(4) More for your money: Full Page, four colors (inside) $16,000; 
Back Cover, $17,500; Half Page (inside) $9,000—a big smash- 
ing full-page all to yourself for as little as Ys¢ per family! 


Those advertisers who are not now using The Comic 
Weekly will find it profitable to learn what a two-fisted 
sales job it can do for them. Write or phone today—THE 
COMIC WEEKLY, 959 8th Ave. (COlumbus 5-2642) 
New York; Palmolive Bldg. (Superior 6820) Chicago. 


Palmolive Building, Chicago 
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ADVERTISING AGE 


July 1, 1935 


NBC Men Learn 
New ‘Catechism’ 
At Sales Meet 


New York, June 26.—A new “sales 
manual” was presented to the first 
sales management conference of Na- 
tional Broadcasting Company, held 
at Westchester Country Club, Rye, 
N. Y., Monday and yesterday, by 
Edgar Kobak, NBC vice-president in 
charge of sales. Some 50 executives 
of NBC attended the conference. 

“We have been here for one prime 
purpose: to make it easier for the 
buyer of radio time to do business 
with NBC,” Mr. Kobak asserted, fol- 


lowing an inspiring off-the-record talk 
by David Sarnoff, president of RCA 
Mfg. Company. 


Opposes Belittling 


“All of our future selling plans 
and efforts are going to be based on 
selling advertising first, broadcast 
advertising second, and NBC as the 
leading network third. We are ab- 
solutely opposed to belittling other 
mediums; we are opposed to any 
attempts to belittle our competition 
and do not intend to tear down com- 
petitors’ stories one iota. Broadcast 
advertisers’ successes are too well 
known by now to make it necessary 
for NBC to sell other than what ra- 
dio has to sell—cleanly.” 

In addition to Mr. Sarnoff, M. H. 
Aylesworth, NBC president, deliv- 


ered an off-the-record talk, as did 
Executive Vice-president Richard C. 
Patterson, Jr. 

Explaining her job as head of the 
continuity acceptance department, 
Janet MacRorie told the group: 
“I am definitely not a censor. The 
continuity acceptance department is 
entirely concerned with the fitness 
of air copy from the standpoint of 
common sense, good taste, and a 
reasonable content of ethical adver- 
tising claims. 

“We confidently expect that our 
efforts along this line will bear fruit 
in the form of a better caliber of 
air copy as time goes on. We feel 
that a commercial credit should be 
as long as it is interesting. We be- 
lieve also that it is better to look 
carefully at business when it is be- 


ing presented rather than after it 
has reached the air.” 


To Direct Publicity 


Maurice F. Hanson, formerly with 
Paul Block & Associates and recently 
account representative on General 
Foods in hotel and restaurant fields, 
has been appointed director of pub- 
licity by Benton & Bowles, Inc., suc- 
ceeding Edgar A. Waite, who will as- 
sist Guy Lemmon on the Gold Dust 
Corporation’s activities. 


Join Gulf Program 


The Pickens Sisters, harmony trio, 
have been added to talent on the 
“Gulf Headliners” program, heard 
every Sunday night from 8:30 to 9 
over a 59-station Columbia hook-up, 
and sponsored by the Gulf Refining 
Company. 


THE BIG 3 WHICH 


HAUL THE FLAMINGO AND 
SOUTHLAND TO FLORIDA, AND 
THE PAN-AMERICAN-FROM CIN- 
CINNATI TO NEW ORLEANS, LAY 
OFF IN THEIR HOME TOWN, 
LOUISVILLE * 


ai. 


@ HEADQUARTERS 


WHEN THE DAWN IS ON THE 
BLUEGRASS, THE COURIER-JOUR- 
NAL IS FAVORITE AT THE BREAK- 


FAST TABLES. 


@ AND THE LOUISVILLE TIMES 
COMPLETES THE COVERAGE AT 


SUNDOWN. 


¢ 


4 2 e-e~en~e 


+The Louisville & Nashville Railroad 


fm payroll to employes in Kentucky 
exceeds $8,250,000 yearly. 


These buying Dollars come home to Louisville headquarters 
from the 13 States served by the L. & N. Together with 
immense Whiskey © Tobacco © and Manufacturing pay- 
rolls, each month the L. & N. payroll helps to make Ken- 
tucky the bright-spot-market for advertisers. 
to thousands of consumers maintain an even prosperity. 
Sales in Kentucky are pushing nearer the 1929 peak. With- 
in the past 12-month period the L. & N. released an addi- 
tional $800,000 in Louisville for new equipment. 


Over the rails of the L. & N., which cover Kentucky like 
a spider web, with Louisville as its center, each morning 
and evening go the famous Courier-Journal and Louisville 
Times to the homes of Kentucky buyers in the mass pop- 
ulation area. 


Pay checks 


You should be selling this market at a lower line rate by 
concentrating your Kentucky advertising appropriation in 


the only two newspapers which dominate with home 
circulation. 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


COURIER-JOURNAL 
LOUISVILLE TIMES 


& yp vincennes 
/ 


®GIVE YOU COV- 
ERAGE WITHOUT 
COMPETITION FROM 
DAWN TO DUSK. 
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“UNS: @ THE L. & N. STEEL WEB 


P. A.C. A. RADIO 
SESSION DRAWS 
RECORD THRONG 


San Diego, Cal., June 26.—A radio 
departmental conducted on a scale 
never before attempted by the Pa- 
cific Advertising Clubs Association 
featured today’s program of the 32nd 
annual P. A. C. A. convention and 
was acclaimed as the highlight of the 
four-day meeting. 

For two hours a parade of out- 
standing radio celebrities passed be- 
fore the microphone. Attesting the 
popularity of radio as an entertain- 
ment feature and as an attention- 
getter, was the largest audience at 
any departmental. Supplementing 
the nearly 500 registered delegates 
in the throng were several hundred 
visitors who crowded the Plata Real 
of the U. S. Grant Hotel to capacity. 

Two half-hour periods of the pro- 
gram were broadcast through the 
facilities of the Columbia Don Lee 
Broadcasting System. 

Paul Kesten, vice president and 
director of sales promotion for CBS, 
was one of several speakers. Par- 
ticular interest attached to Mr. Kes- 
ten’s address in view of the recently 
announced policy that will actuate 
Columbia in its acceptance of radio 
advertising. Mr. Kesten reviewed 
the fundamentals of that policy, 
which have been given wide pub- 
licity, and paia sincere tribute to 
the press for the part it played in 


publicizing Coiumbia’s revolutionary . 


new program. 
Wins General Acclaim 


Not only has the press generally 
acclaimed the policy, but from na- 
tional advertisers and from virtually 
all advertising agencies, he said, has 
come “a wave of generous indorse- 
ment.” The only criticism, he added, 
has been voiced by these advertisers 
of products, “the exploitation of 
which via radio is not in Columbia’s 
opinion consistent with good taste.” 
But even these critics privately agree 
that the step Columbia has taken is 
in line with the very definite move 
to “put advertising’s house in order 
by eliminating everything that is 
objectionable in any form of the 
printed or spoken word.” 

Mr. Kesten made it clear that in 
adopting the new policy, CBS is not 
“flicking a lash on the flank of ad- 
vertising, not setting itself up as an 
autocratic dictator of what is right 
or wrong, but merely endeavoring to 
meet conditions which in the final 
analysis are dictated by the public.” 

Don. E. Gilman, San Francisco, vice- 
president in charge of the western 
division, National Broadcasting Com- 
pany, gave a technical but highly 
illuminating discussion of surveys 
made by NBC to determine broadcast 
circulation “to find where the cus- 
tomers are, and when found, how 
many of them are in a given area.” 
This information, he said, was of 
inestimable value to advertisers, not 
only because it gave them definite 
knowledge of where their shots were 
falling, but because the data was 
prepared by impartial engineers. 


Other Speakers 


Other speakers were V. M. Ekdahl, 
general manager of the Formay Re- 
finery for Swift & Co. in Los An- 
geles, and in charge of sales for the 
Pacific coast, whose subject was 
“Selling Things;” Harold Deal, ad- 
vertising and sales promotion man- 
ager of the Associated Oil Com- 
pany, and president of the San Fran- 
cisco Advertising Club, who spoke 
on “Sports on Radio,” in which he 
discussed the value of the Asso- 
ciated’s broadcast of leading sport 
events; and D. R. Minshall, president 
of P. A. C..A. 

Entertainment was provided by 
Boddy Gately, baritone; Judy Starr, 
and Nadine Connor, vocalists; Mar- 
shall Sohl, lyric tenor; Gill and 
Doemling, comedians, and Dave 
Broekman’s Don Lee orchestra. 

Charles Buloti, Jr., of KGB, the 
Columbia Don Lee station in San 
Diego, was master of ce;emonies. 
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ADVERTISING AGE 


CHINESE PROVERB - Meaning- 


“ONE PICTURE TELLS AS 
MUCH AS 10,000 WORDS” 


e Baltimore SUN-Boston GLOBE- Buffalo TIMES - 


Cleveland PLAIN DEALER-Ahiladelphia NQUIRER-Chicago TRIBUN 


Detroit NEWS 


—the Champagne of newspaper adver- 
tising offering De Luxe printing in the 
SUNDAY NEWSPAPER PICTURE section 
that parallels the movie news reel for 


showmanship. Here are some of the 


advantages. 


COVERAGE=— intensive point of 


sale promotion complementing all other 


forms of advertising. 


Advertising Offices 
ETROPOLITAN | njEW YORK-CHICAGO 


gp |M 
SUNDAY 


New York NEWS Pittsburgh PRESS-Weeshington STAR: St.Louis GLOBE-DEMOCRAT NEWSPAPERS, Ine. & SAN FRANCISCO- 
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ADVERTISING IS 
95% PURE, COAST 
GROUP I$ TOLD 


San Diego, Cal., June 26.—Sound 
advertising comprises at least 95 per 
cent of all advertising—a degree of 
efficiency that not many businesses 
or professions can claim, Frederic R. 
Gamble, New York executive secre 
tary of the American Association of 
Advertising Agencies, declared to- 
day at the third general sessions 
luncheon of the Pacific Advertising 
Clubs Association. 

That advertising is not 100 per 
cent perfect is due to the “compara- 
tively few unscrupulous, catch-penny 
gentry” whose tactics have been 
seized upon by some writers, pro- 
fessors and sensationalists whose 
current attacks on advertising could 
apply only to the “five per cent of 
sin,” he added. 

Mr. Gamble spoke on “What Is 


Sound and What Unsound in the Cur. ' 


rent Attacks on Advertising.” Spe- 
cifically he condemned the growing 


use of testimonials to which the 
names of celebrities are attached, 
the “ridiculous predominance of sex 
appeal” in some types of advertising, 
and a tendency toward exaggeration. 

“Human nature being what it is, 
there are bound to be some people 
who will misuse every business facil- 
ity,” Mr. Gamble said. “On good au- 
thority, it is estimated that less than 
five per cent of advertising is false 
or misleading. 


How It Spreads 


“Anti-advertising propaganda, once 
started, has a way of spreading with 
startling rapidity, especially since 
the professional propagandists have 
directed their attacks upon colleges, 
scientists and in general people who 
are members of organizations inter- 
ested in social, political and eco- 
nomic problems. 

“These propagandists as a group 
are farthest removed from the prac- 
tical requirements of every day 
business, least experienced in what 
makes the public exchange dollars 
for goods or service, which is the 
purpose of advertising.” 

Mr. Gamble said authorities on the 
subject are agreed that the next two 
years will witness increasing growth 
of advertising and a continuation of 
the gradually mounting volume of 
newspaper advertising recorded in 


the last 20 months. 

While on the West coast Mr. Gam- 
ble is organizing chapters of the 
Four A’s, and tomorrow night will 
institute the Southern California 
chapter in Los Angeles. Other chap- 
ters, he said, have been formed in 
San Francisco, Seattle and Portland. 

The 32nd convention of P. A. C. A. 
virtually came to a close tonight with 
the banquet and grand ball at Agua 
Caliente, internationally famous 
pleasure resort just across the bor- 
der in Lower California. Another 
social highlight, an informal dinner 
tance last night at the Foreign Club, 
Tia Juana, attracted upward of 500 
delegates. 

Winners in the three-minute speak- 
ing contests, which were a feature 
of the general sessions luncheons, 
were Mrs. Elsie McElaney Wilson, of 
the Advertising Club of San Fran- 
cisco, speaking on “The Asset Test 
of An Advertising Club;” R. W. 
Shirey, Advertising Club of Long 
Beach, Cal., “The Use and Abuse of 
Advertising ;” and Lloyd Wilson, hus- 
band of the first-named winner, “Who 
Is Advertising’s Public Enemy No. 
1?” The latter topic brought a 
unanimity of views that the shyster 
advertiser and/or his unethical ad- 
vertising counsel who capitalize on 
misrepresentation or indulge in ques- 
tionable practices, are “it.” 


What Do You Want --- 


Pie Charts 
or the PIE: 


You don’t care about pie 


charts. Neither do we. 
want results. That’s what 
we give you — results — the 


whole pie! 


Extension Magazine 
opens the door for you to— 
the richest national Catholic 


You no other 


helps you 


Here is a market reached in 


way. Here is a 


Merchandising Service that 


make sales that will 


make your advertising pay. 


no ifs, 


market — 150,000 families — 


28,000 Catholic institutions, 


including — schools, 


convents, hospitals, with 
gigantic purchasing power. 


| Gitengion 


colleges, tion 
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No charts, 
no maybes. 


RESULTS. 


no theories, 
Just 


Write to us for informa- 

concerning Extension 
Magazine’s Merchandising 
Service Department. 


Panazine 


The National Catholic Monthly | 


360 N. MICHIGAN AVE., CHICAGO 


H. J. Blakeley, Advertising Manager 


FIRST ANSWERS 
TO TRANSRADIC 
SUIT ARE FILED 


New York, June 27.—The Ameri- 
can Newspaper Publishers Associa- 
tion and E. H. Harris, chairman of 
the publishers national radio com- 
mittee, made the first answer this 
week in the damage suit for $1,169,- 
500 filed against them, the Associ- 
ated Press, United Press, National 
Broadcasting Company, Columbia 
Broadcasting System and nine other 
individuals connected with these or- 
ganizations by Transradio Press 
Service, Inc., and Radio News Serv- 
ice, Inc. 

Two other replies were received, 
one is promised Monday and three 
dilatory pleas will be considered 
next week. The first answers prom- 
ise a spirited contest, both on issues 
raised in the original complaint and 
on new ones introduced by the an- 
swers. 

The answers of the A.N.P.A. and 
Mr. Harris reveal their interest in 
conducting the defense so as to es- 
tablish the property rights of news- 
papers in news. An A.N.P.A. bulle- 
tin declares the interests of pub- 
lishers in this connection will be 
vigorously protected by defendants 
in the action. 

Other facts alleged in the answers 
returned by the A.N.P.A. and Mr. 
Harris are that there has been no 
violation of anti-trust laws, no con- 
spiracy between the defendants to 
restrict news broadcasting, and that 
the furnishing of service from the 
Press Radio Bureau does not con- 
stitute commerce. 

“The plaintiffs have taken one po- 
sition before the court and another 
before the public,” the answer of 
the A.N.P.A. states. 

“Before the Court they are plead- 
ing for relief in the form of an in- 
junction and damages in the amount 
of enormous sums of money on the 
theory that they have been injured 
through the fact that the press as- 
sociations have made available to all 
radio stations in the United States 
news bulletins for broadcast on a 
non-commercial basis, whereas in 
their promotion literature the plain- 
tiffs, in their efforts to sell their 
service to advertisers and to broad- 
casting stations for resale to Iocal 
advertisers, have insisted that they 
have grown to their present size by 
reason of the operations of the Press 
Radio Bureau plan.” 

Beyond reiterating determination 
to fight the case through the courts, 
the opposition declined to make a 
statement at this time. 


Rush Action 
On Pure Food 
And Drug Law 


Washington, D. C., June 27.—A spe- 
cial subcommittee to study the Cope- 
land Pure Food, Drugs and Cosmetics 
bill (S5), which secured the Senate’s 
approval recently, has been appointed 
by Congressman Rayburn, chairman 
of the House Interstate Commerce 
Committee, thereby enhancing pros- 
pects for the bill’s enactment into 
law. 

It is expected that hearings on the 
bill will start next week. The com- 
mittee appointment followed the con- 
ference on Monday between Chair- 
man Rayburn and Charles Wesley 
Dunn, counsel for the Associated 
Grocery Manufacturers of America. 

It has been felt that the bill would 
stand a good chance of passing the 
House, if it could be rescued from a 
slow death in the midst of the many 
affairs pending before the House In- 
terstate Commerce Committee. 


Mrs. J. L. Maxwell Dies 


Mrs. Jessie Leonard Maxwell, 
wife of Robert C. Maxwell, R. C. 
Maxwell Company, Trenton, N. J., 
outdoor advertising firm, died at her 
home at Mercer Manor, Princeton, 
on June 14, following a long illness. 
Mrs. Maxwell was 58 years of age. 


Barrymore Signed 


To Play ‘‘Scrooge’”’ 
Every Xmas to1940 


New York, June 27.—Campbell 
Soup Company has engaged Lionel 
Barrymore for five years to enact 
each Christmas Day the role of 
“Scrooge” in Dickens’ “Christmas 
Carol,” starting next Dec. 25 on a 
nation-wide CBS hook-up. 

Through the unusual contract, the 
famous actor will vie with Santa 
Claus for the public’s attention each 
Yuletide. The contract came as a 
result of his portrayal of the can- 
tankerous Dickens’ character in the 
Nash Motors Company’s mammoth 
“Christmas Party” program last 
year, breadcast over WABC and 90 
stations of the Columbia network. 

Commenting on his new contract, 
Lionel Barrymore remarked that the 
Campbell Soup Company was doing 
its Christmas shopping early. 

The Campbell Soup Company pre- 
sented the actor on June 21 on the 
“Hollywood Hotel” program in his 
portrayal of “Peter Grimm.” The 
“Hollywood Hotel” program has 
been broadcast every Friday evening 
over 78 CBS stations since October, 
1934. 


Bernie Speech 
Failed to Stir 
Most Listeners 


Chicago, June 27.—Although Ben 
Bernie’s parody of the Gettysburg 


Address on a recent Pabst air pro-’ 


gram stirred some excitement in 
Washington, it caused very little 
commotion among listeners, not 
more than a dozen and a half let- 
ters on the subject having been re- 
ceived by Premier-Pabst, according 
to Marvin Harms, advertising man- 
ager. One of these fan letters, in- 
stead of censuring Bernie, urged the 
company to “please not pay any at- 
tention to these knocking letters. 
You who know Ben also know that 
he would not say anything that was 
out of the way or in any way off 
color.” 


Editors Rush to Aid 


An interesting sidelight on the in- 
cident was the manner in which vari- 
ous radio editors and columnists 
jumped into the breach. Yank Tay- 
lor, radio editor of the Chicago 
Times, who reported that Bernie “in- 
advertently caused a bit of a furor 
by paraphrasing Lincoln’s Gettys- 
burg speech,” hastened to assure 
readers that “Bernie meant nothing 
unpatriotic.” 

Heading off his column yesterday 
with a discussion of the incident, 
Walter Winchell asserted that “Rep- 
resentative Culkin most likely is the 
only listener who considered it out 
of order,” and wound up by urging 
Bernie fans “to write Mr. Culkin 
at Washington and ask him to quit 
heckling Bernie.” 


Form Institutional 


Publishing Company 


Marshall W. Reinig, F. B. Shondell 
and M. F. Flanagan, all of whom 
were formerly with Gillette Publish- 
ing Company, have organized Insti- 
tutional Publications, Inc., with of- 
poe at 612 N. Michigan Ave., Chi- 
cag 

The first publication purchased by 
the new firm is Hospital Manage- 
ment, 19-year old hospital executive 
paper formerly published by Crain 
Publishing Company. The magazine 
will appear in August in a new for- 
mat, and will have an enlarged cir- 
culation. 

Personnel of Hospital Management 
includes James P. Dobyns, managing 
editor and Helen R. Young, associate 
editor. Mr. Reinig is business man- 
ager, Mr. Shondell advertising man- 
ager, and Mr. Flanagan circulation 
manager. 


To sell to hotels, use 


CHerotel Monthly 


Member A. B.C. and A.B. P. 


Published by JOHN WILLY, INC. 
Merchandise Mart, Chicago 
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.W. HARDY, Manscer 
PHONE @- 4814 
NMORTH O€weEY 


* When the 
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¥ “teeesttiong eo ?.0 8Ox 1075 
Oxcanoma City. Oxia. 


February 13, 1935 


tax conditions seon to exist in Oklahom we 
j ba and tobi manufactured for ciga- 
rette rolling purposes will increase fran twenty five to forty percent for 


We believe that the general improved conditions in Okla- 
homa in 1935 will be reflected in imoreasing sales in al) Lines. 


G. CARPENTER CO. 


ee. 


"TELEPHONES 71867-4.0.716- 


Bf 
BRO oo eee 
Mi Sa Ma a 


INCREAS 


It’s good news to any wholesaler or dis- 


= eee 


TRIPLE “XXX” THIRST STATIONS 


tributor when a manufacturer schedules adver- 
tising in the Oklahoman and Times, because 
when a salesman tells retailers a product will 
have Oklahoman and Times advertising behind 
it, they KNOW WHAT HE MEANS. 

They KNOW that when advertising for a 
product starts up in the Oklahoman and Times, 
their sales are going to start up, too. 


No other medium, or combination of med- 


f. €. PATTERSON HR. HOFFMAN 


iums, at comparable cost can put a product's 


ee 


story into so many homes... more than 90% 


circulation coverage in Oklahoma City; better oe eivtiane TABLES. SUPPLIES AMD 
than 60% of the trade area’s urban homes. 

No other mediums can so quickly and effect- | 7 eee 

. we @ : f _ Oklahoma City, Oklahoma. 

ively translate advertising into action. : BSS) thea 


2 . : and @ cour 
That’s why any product of merit that is due you’ to bel) tue world of tie SxeshMue Saamiae 

we have always secured by publicity promotion thru 
, the Okjahoman and Times. 


backed adequately by Oklahoman and Times ad- : Ione r 

ising i teed the read t d | | SSENS, bat conta tions ace impeosing: Gn: Saas maaee oie 
vertising is guaranteed the ready acceptance an ; etre, but condi tions are improving in ia murkee 
; Jargest connections to start consumer @ppeal pRomoe 


cooperation of the persons on whom the manu- _ «fae Saba your peoers: as apes ie 
m a - is as s0id on, thia pethed of teaching pubs: 
facturer must depend for distribution and sales. re , 


The DAILY OKLAHOMAN + OKLAHOMA CITY TIMES 


. National Representative, E. Katz Special Advertising Agency * 
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nas 7 Dear Mr. Meyerson: , fies : 
na fa p You have asked us what our opinion is in regard to emoking 
* ey tobacco sales in the State of Oklahoma during 1936. y 
the tik AN 
ach ume . ee | 
ach Ome 5 
m4 a the year, Undoubtedly there will be « tremendous sale of cigarette rolling a 
Ss ‘ machines and tobeccos used in cigarette rolling meshines in the next thirty ; ® 
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CHATHAM ADMAN 
TELLS SUCCESS 
OF NEW LABELS 


Magazine Drive Planned for 
Sheets, Pillowcases 


Chicago, June 27.—Chatham Mfg. 
Company, New York, has found that 
informative labeling of goods profits 
consumer, dealer, and manufacturer, 
members of the American Home Eco- 
nomics Association were told here 
Tuesday. 

The company’s experience with the 
sale of sheets and pillowcases was 
described by G. Martin Coffin, adver- 
tising manager, at a meeting of the 
association’s committee on standard- 
ization of consumers’ goods, and 
other association members. 

The Chatham Company, maker of 
the nationally-advertised Chatham 
blankets, early this year embarked 
upon production of pillowcases and 
sheets, entering a highly competitive 
field. 


Believing that consumers would 
welcome aid in buying sheets and 
pillowcases intelligently, and that 
this assistance was long overdue, the 
company decided to place “specifica- 
tions” on the labels for the goods. 

The U. S. Bureau of Home Eco- 
nomics was consulted about the speci- 
fications to appear on the labels. Five 
facts were advised: quality, (wheth- 
er a “first” or a “second’’); thread 
count, per square inch; tensile 
strength, in warp and filling; weight, 
per square yard; and amount of 
sizing. 

These recommendations were adop- 
ted, and each Cellophane-wrapped 
package of sheets or pillowcases 
now provides those facts. Two grades 
of sheets and pillowcases are manu- 
factured, both of high quality. 

On the package containing the less 
expensive pillowcases, for instance, 
appear the words: “This is a Me- 
dium-Weight Muslin for Service Use.” 
The words, “This is a Heavy-Weight 
Muslin for Better Grade Household 
Use,” appear on the package of more 
expensive pillowcases. 

For both grades, data on quality, 
thread count, tensile strength, weight, 
and sizing appear on the package 
label, so that the buyer may easily 
judge which grade fits her needs. The 
company’s aim was to eliminate use 
of “superlatives,” and to provide 
facts. 

Mr. Coffin declared that the com- 


pany now has 500 dealers in as many 
cities, and that the informative label- 
ing plan has met with gratifying suc- 
cess. At first, some dealers expressed 
the opinion that the “specifications” 
would only serve to confuse the 
buyer. Experience, he said, has 
proved to them that the Chatham 
plan of informative labeling is ap- 
preciated by consumers. The amount 
of reordering by dealers, Mr. Coffin 
said, shows dealers’ reactions after 
trial of informative labeling at the 
point of sale. 


Plans to Advertise 


No consumer advertising has been 
used for the sheets and pillowcases 
to date. Mr. Coffin informed ADVER- 
TISING AGE that the company con- 
templates use of a list of magazines, 
with advertising appearing in issues 
of January, 1936. The campaign will 
feature the company’s system of in- 
formative labeling. 

He also stated that Chatham plans 
to add a third grade to its present 
line of sheets and pillowcases, and 
that this grade would be superior to 
the grades now sold. 

The Chatham Testing Laboratory 
at Winston-Salem, N. C., is now work- 
ing to ascertain proper specifications 
for blanket labels. At present, it is 
believed labels for the blankets will 
contain the following information: 
fiber content, weight, tensile 
strength; size and suitability, i. e., 
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for single beds; color fastness, laun- 
dering qualities, and a measure of 
relative warmth. 

While specifications may be con- 
fusing to some, a booklet issued by 
Chatham points out, specifications 
stand on their own as honest facts. 
“As long as only superlatives are 
used, the consumer has no remedy,” 
it is stated. 

The booklet asserts that the com- 
pany believes a simple grading sys- 
tem (on the order of the A, B, C sys- 
tem of grading proposed by the NRA 
Consumers’ Advisory Board, for some 
goods) would be the most helpful 
thing for consumers, and that the 
company is working toward that end. 


Urge Grade Labeling 


The less expensive grade of pil- 
lowcases has been named “ ‘64’ Speci- 
fication,” while the more expensive 
grade is called “ ‘72’ Specification.” 
The figures relate to the thread count 
of the fabric. These are steps to- 
ward a “simple grading system,” the 
company indicates. 

Ruth O’Brien, director, textile di- 
vision, U. S. Bureau of Home Eco- 
nomics, and chairman of the asso- 
ciation’s Committee on Standardiza- 
tion of C-nsumers’ Goods, praised the 
Chatham “specifications” develop- 
ment, the work of the Atlantic & Pa- 
cific Tea Company in grading its 
canned goods, and the labeling and 
testing work of R. H. Macy & Co., 
New York department store. 

Descriptive labeling can only be 
successfully resorted to in a certain 
number of limited cases where the 
qualities described are few and im- 
portant, H. A. Mereness, director, 
standards unit, NRA Consumer Ad- 
visory Board, told the association. 
He advocated a system of “grade” 
standards, based on standard specifi- 
cations. 


Federal Bureau Needed 


“The federal government,” Mr. 
Mereness said, “should establish a de- 
partment or bureau for the special 
protection of the consumer of the 
country. . . This function, carried on 
in a limited way, during 1933 and 
1934 by the Consumer’s Advisory 
Board of the NRA, should be contin- 
ued as a permanent government pol- 
icy in order that the social gains 
made by all consumers’ groups be not 
sacrificed to the aggressiveness of 
producing and advertising groups, 
who see in consumer standards a 
threat against man-made-obsoles- 
cence-for-profit, and high-pressure ad- 
vertising made possible by lack of 
standards of quality.” 

The consumer is the real boss of 
advertising, and alert advertisers are 
anxious to meet his needs, John Ben- 
son, president of the American Asso- 
ciation of Advertising Agencies, told 
the group. 

Organized advertising, he said, is 
struggling with the problem of de- 
ceptive and offensive advertising, but 
is falling far short of its goal because 
legitimate advertisers do not have 
the cooperation of the consumer, he 
said. Advertisers, he said, are eager 
and willing to obtain the point of 
view of consumers, as_ expressed 
through such groups as the Ameri- 
can Home Economics Association. 


Sheldon Joins R. & R.; 


Agency Names Silvey 

J. H. Sheldon, formerly with 
Roche, Williams & Cunnynghan, Inc., 
as resident representative on The 
Studebaker Corporation account, at 
South Bend, Ind., has joined the De- 
troit office of Ruthrauff & Ryan, Inc., 
where he will do creative and con- 
tact work on the Dodge Brothers ac- 
count. 

Karl I. Silvey has been appointed 
by Roche, Williams & Cunnyngham, 
Inc., to succeed Mr. Sheldon at South 
Bend. Mr. Silvey has been employed 
by The Studebaker Corporation for 
the past nine years. In 1930 he be- 
came advertising manager of The 
Studebaker Export Sales Corporation. 


Texaco Makes Vos 
Special Radio Rep 

George W. Vos has been appointed 
special representative to handle all 
radio advertising for The Texas Com- 
pany, New York, according to H. W. 
Dodge, vice-president in charge of 
sales. 

Mr. Vos, governor of the Coopera- 
tive Analysis of Broadcasting, was 
Texas’ advertising manager for a 
number of years. Raymond Brown 
succeeds him. 


SEE NEED FOR 
PROTECTION OF 
THE CONSUMER 


Permanent Federal Bureau 
Urged by A.H.E.A. 


Chicago, June 27.—Two thousand 
women gathered here this week at 
the 28th annual meeting of the 
American Home Economics Associa- 
tion to comsider questions affecting 
the consumer, the home, and the 
family. 

In attendance were home econo- 
mists and other educators, social 
workers, government officials, re- 
search workers, institutional man- 
agers, and home economists in manu- 
facturing firms. 

The association adopted a resolu- 
tion stating that it believes that “for 
the best national interests there 
should be some permanent agency 
of our federal government especially 
designated to study and promote the 
interests of the consumer in the na- 
tional economy.” 

Throughout the meetings of the as- 
sociation, stress was placed on the 
necessity for aggressive education of 
consumers, in order to help the con- 
sumer get the most value from her 
shopping dollar. 

The association’s new “program of 
work” calls for “continued fostering 
and stimulating of interest in qual- 
ity and performance specifications of 
consumer goods, 
creased use of informative labels on 
the retail market.” 


Discuss Grade Labeling 


The merits of grade labeling and 
descriptive labeling as aids to the 
consumer, claimed attention from 
the conference. F. M. Shook, of 
Easton, Md., field secretary of the 
Tri-State Packers’ Association, made 
a plea for A, B, C grade labeling of 
canned goods, as proposed by the 
NRA Consumers’ Advisory Board. 

Frank Gerber, president of the 
Gerber Products Company and the 
Fremont Canning Company, Fremont, 
mont Canning Company, Fremont, 
Mich., and chairman of the labeling 
committee of the National Canners 
Association, advocated support of 
the National Canners’ Association’s 
plan of descriptive labeling. 

Branded products have given con- 
sumers a tremendous power in the 
market place, and have given con- 
sumers better products of more uni- 
form quality, as branding gives both 
an incentive and a responsibility to 
the manufacturer to maintain high 
standards of quality if he wishes to 
expand his market, Katherine Fisher, 
director, Good Housekeeping Insti- 
tute, declared in an address to the 
association. 

Manufacturers, in addition to iden- 
tifying their products for the pur- 
chaser, are increasingly seeking to 
have their goods or their services 
tested and approved by their own 
trade association or some unbiased 
organization, Miss Fisher pointed 
out. 

Not So Helpless 


The American Gas Association 
and the Laundryowners National As- 
sociation now offer a testing serv- 
ice and award a seal of approval to 
members who live up to association 
standards, she said. 

“As consumers are we so help- 
less and ignorant?” Miss Fisher 
asked. “Although our intelligence 
may, to a great extent, be of a na- 
tive kind, I am inclined to believe 
that it is nevertheless pretty com- 
petent, shrewd, and effective. .. 
Consumers are by no means without 
guidance and protection in their pur- 
chasing, even though there is still 
much to be done in this direction.” 

Scores of speakers addressed de- 
partmental meetings on home-mak- 
ing problems. Effie I. Raitt, dean of 
home economics, University of 
Washington, Seattle, was re-elected 
president of the association. In an 
address Monday night, Miss Raitt de- 
clared the association would con- 
tinue its efforts for improvement of 
advertising. 


and in the in-~ 


x ‘. je . mipericaes 4 Ptr c pe ate tate Speer PRT SE ISY ' ia Te Baie, Me : 
Be eee Uae ; 
eure &, ; 
(Seigdaiti 8 ee PF July 
See ee Seeeeneee eee eee eee eee ———————————————— EE —_ 
Spr SS Pee 
ie ica at | , | | 
: e nA — 
oon a | 
aoe fae | 
4 eee | 
Ss! os 
a iol = > —- need | 
y | 
e 
2 
Eee 
iat 
oS 
oe em 
Mea, aa 
y..-geoe 
aut ar aes 
hin eee ee 
we 3 ss if 
igs * tes a hry 
Ara eee 
read 
ae 
i ee 
pore yet eee. 
Pa ob 
sae = . | | 
ee 
} 
Pe | 
| 
| 
| 
| 
ee ae 
eC eee 
7 eer 
ee ee | 
rn ket | 
A ae | 
me 
> e a 
= eo 
iP mE BB; ee 
Fae Ae —— a 
yee: oe : : f ay) 
i ae i eh 
A ee . EEA p) 
Sas tee . EO Oma q | 
% ae Dez . om aq 
EA a 1 en tm a 
, » EE BSar 
Se i me 0S a ea be 
eae a _s Sal 
Ue a es ate teal I cos a 3 
fe Uae a —p Ob-at ts 
eee, Was ore ‘ ea a “*.. 
em Tee ate é Tips ech eee ers & 
‘ ig | 
saa ae * a | 
SAE Tg 
} 
| * 
| 
| | Po 
: i 
2 
oe | 
| | Be 
. | Po — 
_ } 
ae | 
eee | 
Sea a 
fal | ee 
7 | a po po 
} 
| 
. PC 
| 
| 
| ee 
| 
} 
| 
| 
| Pe 
| 
| 
| | 
| | mes | 
} —_ aaa ° | 
| 
} 
| 
! 
| 
} ee 
} 
| : pe 
ee 
j 
| 
in 
} 
— a 
, 
ecb ‘ Seas Pade hee Rye. pan NS SER tee ne, ae UBS Cicerone | jel Ge So zee ee res oe a Sn UG eee Per ees, FSGS GEIS N ur Site MaMa Nay Nes a crt ares iaiee gs 9: SIRENS OS la a 
Re a a ee ie ee ee a ee alld Ea Ab er ee SA eae ee RUE er a ae TOME pen see: age, ae Be eg oie TRIG oy Se See wD Bee arabia, a mage ie i” Sa Sete Gr IN sd ee 
aah me Ni hem ee MU at it le eee er ger EEE oo gh MO A asm Oe oi ant ee a i aE NSS aye D4. yn 1 gullies <2 28h enn Fiat y RET Lema a ee Rp ie ae Rake! 4 OR atic a tes ae eater rca =) SNM Ne at a ake ey Ce abel ME me ny MON Race Sh Co 1 a cpa ENS cathe 


5 July 1, 1935 ADVERTISING AGE 


—_—_ 


1 ~ 

; ae tala 
Ne at Gite ais sia (ee tt 
” o 4, 


) 
M 


IAA FS 


- The WOODEN HORSE 


4 The Greeks muddled around the outskirts gets the advertised product inside the 
: of Troy for ten long years. They had a lot walls, into the important stores and starts 
: of fun chasing Hector round and round people buying. 

‘ the walls, and dragging his body about; a é 
: but they couldn’t get inside the walls. Then things happen i The gates are 
: Then the wily Ulysses built his wooden opened, the orem rush > The stores in 
‘ horse, packed his men into it, got it inside the forty other leading trading centres buy 
. ‘the walle; snd he job Wes deme. what is selling in New York. The rest of 
to the country follows. Troy falls. Troy, N. Y. 
A Similarly, many manufacturers muddle falls soon thereafter. 


around outside the walls of New York. 
All because of a wooden horse ~a little 


v- _ They have their minor triumphs, their 

‘ Hector episodes, but they do not get inside. magazine called: T he New. Vorgercsiiam 
er has an uncanny ability to get inside the 
re It takes a wooden horse. The New Yorker strong, battlemented walls of New York. 


. THE 


NEW YORKER 
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Building Markets 


Cigarette advertising has accom- 
plished a remarkable job in raising 
consumption to new high levels, and 
in changing the attitude of the pub- 
lic from one of majority opposition 
to general acceptance in little more 
than a generation. 

Yet, if the figures offered by 
Fortune in its current survey are 
to be regarded as a reliable index 
of actual consumption, it is evident 
that the market has not yet reached 
anything like the proportions of 
which it is capable. 

The Fortune figures show that only 
39.7 per cent of the adult population 
consists of cigarette-smokers. That 
means that the remainder either do 
not smoke at all or use some other 
form of tobacco. Thus the advertis- 
ing appearing so generally in behalf 
of leading brands of cigarettes is 
shooting at a big undeveloped mar- 
ket, as well as influencing present 
users. 

Consideration of this fact might 
justify a somewhat different ap- 
proach to the problem of cigarette 
merchandising. It might suggest, for 
example, that instead of being 
highly competitive, cigarette adver- 
tising should emphasize the joys of 
smoking. Thus, instead of calling 
attention, by inference, to objection- 
able qualities in cigarettes generally, 
by stressing their absence in the 
advertised brand, the copy should 
properly point out the full and com- 
plete enjoyment which would be 


with Advertising 


experienced by the smoker of this 
produet. 

Chesterfield copy comes closer to 
meeting these specifications than 
any other at present, and while the 
Fortune survey shows Camel in first 
place in brand preference, with 
Chesterfield second, this ranking 
does not agree with the general 
consensus of the trade. 

Another field in which advertising 
calculated to win new users might 
prove superior to competitive copy 
is dentifrices. Most of the adver- 
tising of these products at present 
seems directed at switching the user 
from one brand to another. Yet the 
percentage of the public which uses 
dentifrices or even toothbrushes is 
estimated by public health authori- 
ties at about 25—leaving nearly 
three-quarters of the population out 
of the picture as far as consump- 
tion or direct interest in dentifrice 
copy as now written is concerned. 

It is true, of course, that much 
competitive copy is positive in its 
effect, by showing the dental haz- 
ards which non-users encounter, and 
the advantages of protecting teeth 
and gums through regular use of the 
advertised products. But an educa- 
tional campaign devoted entirely to 
the desirability of regular oral hy- 
giene, and describing the increased 
well-being of the user of dentifrices, 
might open up a new market of 
astonishing proportions. 


Don’t Monkey with the Buzz-Saw 


Ben Bernie, one of the most pop- 
ular and intelligent orchestra lead- 
ers on the air, whose characteristic 
stuff for Pabst Blue Ribbon beer and 
malt has been tremendously suc- 
cessful for a number of years, has 
finally discovered that it doesn’t pay 
to monkey with the buzz-saw. An 
entirely innocent and _ well-inten- 
tioned parody of Lincoln’s Gettys- 
burg speech has brought down upon 
his head (and unfortunately that of 
his sponsor as well) the wrath of 
some of the more serious-minded 
members of Congress, who have ap- 
pealed to the Federal Communica- 
tions Commission to do something 
about it. 

It is easy to sympathize with 
Bernie and Pabst in their difficulty, 
while at the same time recognizing 
the sensitive character of the radio 
audience. People who might read a 
parody of this kind in the text pages 
or advertising columns of a news- 
paper or magazine, and recognize it 


as both humorous and harmless in 
character, immediately become hot 
under the collar when the same thing 
is done over the radio. You can’t 
pick your audience, and knowing 
that you have every type of listener 
at the receiving sets, it is evident 
that program material should be 
prepared so that it will be absolutely 
certain not to run counter to the 
prejudices and predilections of vari- 
ous groups in the audience. 

It is also evident that because of 
these highly sensitive listeners, the 
broadcasting companies are justi- 
fied in leaning backward in their 
efforts to eliminate anything which 
tends to set up resistances to radio 
broadcasting and to radio advertis- 
ing. It is better to be conservative 
in the treatment of program ma- 
terial, and be safe, than to take a 
chance and spend several weeks 
thereafter explaining that you didn’t 
mean what a portion of the audience 
thought you meant. 


NEWEST REVISION OF THE PRAYER BOOK 


—RBallyhoo. 


Advertising man's child—''Give us this day our daily Golden Crest, 
Slo-Baked, whole wheat bread." 


Voice of the Advertiser 


Publication of Letter 
Renews Old Friendship 


To the Editor: I have received the 
copy of ADVERTISING AGE which con- 
tained the article on our “Where’s 
George” series and have read it with 
much interest. 

Already two letters have reached 
me from America, provoked by your 
article, asking for copies of the 
booklet. 

One of them was from an old 
friend of mine from whom I had 
not heard for many years—Bernard 
Lichtenberg. 

Incidentally, I am a subscriber to 
ADVERTISING AGE and peruse it regu- 
larly. 

W. BucHANAN-TAYLOR, 


Publicity Manager, J. Lyons & Co., 
Ltd., London, England. 
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Wants Copy of Speech 

To the Editor: I noticed that at 
the recent meeting of the sales pro- 
motion division of the National Re- 
tail Dry Goods Association William 
H. McLeod, sales manager of Wm. 
Filene’s Sons of Boston, spoke on, 
“What Are the Duties of a Sales 
Promotion Manager and What 
Authority Should Be Vested in Him 
to Execute These Duties?” I am 
wondering if you can advise me 
where I can procure a copy of Mr. 
McLeod’s address. 

I honestly believe that ADVERTISING 
AGE is the foremost publication in 
its field, and am just one of the 
many thousands who enjoy reading 
it from cover to cover each week. 

Epwarp F. PAYNE, JR., 

Promotion Manager, The Savoy- 


Plaza, New York. 
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Recent Speech of Kenneth 
Collins Stirs Challenge 


To the Editor: Kenneth Collins 
addressed the Chicago Federated 
Advertising Club recently on a sub- 
ject which stressed the point that 
advertising and promotion effort 
should be directed on low price 
items. He qualified this statement 
by assuring his audience that it was 
not a hypothetical argument but that 
this decision came as a result of his 
study and observations of the buying 
habits of consumers in Metropolitan 
New York. 

Mr. Collins has a reputation for 
being a successful advertising and 
promotion man. His talk didn’t in- 
dicate that to me and to other ad- 
vertising men with whom I have dis- 
cussed the subject. 

The unfortunate thing about the 
whole matter is that business men 
are invited to speak in public and 
give their opinions instead of being 


asked to make an investigation of 
the subject on which they are ex- 
pected to speak and bring facts and 
figures to substantiate their remarks. 

I don’t know where Mr. Collins 
gets the idea that price alone will 
move merchandise in these days and 
that the buying public is little con- 
cerned about quality and _ service. 
That statement is not only erro- 
neous but mischievous and _ ill-con- 
sidered. 


I disagree with Mr. Collins and 
with anyone else who advocates 
that our advertising and sales efforts 
should be directed to the sale of 
cheap merchandise. Price buyers 
don’t buy low price merchandise 
because it is cheap. They buy it be- 
cause they have a feeling that they 
are getting something for nothing; 
that they are getting a quality item 
which ordinarily sells for more, but 
because “of the grace of God” and 
the ingenuity of the buyers of the 
department store, they are able to 
offer it at a ridiculously low price. 


Mr. Collins directs the advertising 
and sales promotion activities of a 
large department store. Do we 
gather from his remarks that he in- 
tends to have price dominate his 
advertising? Does his store expect 
to offer no other argument to the 
consumer except price? 

Does Mr. Collins realize what he 
is advocating in his low price cam- 
paign? As a merchandiser, he should 
know that there is no economy in 
purchasing cheap goods. There is 
no profit in manufacturing them or 
in selling them. Every clerk in a 
department store knows that the sale 
ot a cheap shoddy article can seldom 
be repeated. The clerk in the return 
goods counter can paint you an 
astonishing picture of the dissatis- 
faction and ill-will caused by cheap 
merchandise. 

Selling cheap merchandise has 
closed many factories and forced 
men out of employment. It has 
destroyed many well established 
businesses. It has brought distress 
and dissatisfaction to many indus- 
tries. It has made it impossible for 
legitimate merchandise to be sold 
against the wave of misrepresented 
advertising about quality being able 
to be purchased at cheap prices. If 
the selling of cheap merchandise will 
result into a healthy business con- 
dition, as Mr. Collins claims, we 
would now be in a period of un- 
paralleled prosperity. 

Our advertising, Mr. Collins, 
should be directed to sell quality at 
a fair price, to rejuvenate in the 
mind of the consumer the realization 
that quality merchandise is less ex- 
pensive in the long run, and conse- 
quently represents real economy. 
Our advertising should stress the 


guarantee and the service and the 
satisfaction which comes with qual- 
ity. 

Another thing which Mr. Collins 
brought up in his talk was that the 
sale of so-called necessities should 
be pushed and luxuries put in the 
background. In the classification of 
necessities, he included the auto- 
mobile, the electric refrigerator and 
other similar items. An automobile 
and an electric refrigerator may be 
a necessity to Mr. Collins, but to 
millions of people they are a luxury. 
For the sake of argument, let us 
look back five years ago when, ac- 
cording to Mr. Collins, an electric 
refrigerator was a luxury. Had we 
followed his theory and held the 
electric refrigerator in the back- 
ground and pushed the old-fashioned 
icebox, it is obvious that electric 
refrigeration would not have made 
the headway it has made during the 
last five years. The automobile and 
electric refrigerator may or may not 
be luxury items today but they were 
at one time, and because of the fact 
that retailers and consumers real- 
ized their importance and their mar- 
ketability, they expanded strenuous 
sales effort to put them across. 

Mr. Collins also contended that the 
promotion of fishing rods, certain 
new breakfast foods and new beauty 
culture preparations be curtailed be- 
cause they are unnecessary luxury 
items. Mr. Collins probably seldom 
goes fishing or he would not think @ 
fishing rod was a luxury to a man 
who likes to fish. He probably 
doesn’t care much for breakfast food 
or else he would not think it a lux- 
ury to try out a new breakfast food. 
He probably doesn’t use cosmetics 
and consequently doesn’t consider 


those items as desirable by the aver- © 


age woman. Mr. Collins’ observa- 
tions are opinions, and while he has 
a perfect right to review his opin- 
ions, he should offer them as such 
instead of pretending to prove his 
theory on the actual sales records of 
his and other retail businesses. 

For advertising to accept his sug- 
gestions and concentrate on the pro- 
motion of cheap merchandise and 
only so-called utilitarian items is to 
admit that advertising is a failure. 
A department store doesn’t need 
advertising to promote the sale of 
cheap merchandise. It doesn’t need 
$5,000 advertisements in the metro- 
politan newspapers to move broad- 
cloth shirts (which are not broad- 
cloth) at 69 cents. The job of ad- 
vertising is to convince the consumer 
that the article he is asked to buy 
is a quality article at a fair price, 
and which article will give him far 
greater service and satisfaction than 
the few extra pennies he is asked 
to pay for quality. 

This is the real job which adver- 
tising must accomplish, and the 
quicker we quit bluffing our consum- 
ers with 29, 79 and 99-cent prices, 
the quicker we will gain the faith 
and confidence which should right- 
fully be ours. . 

J. K. Mortey, 
Advertising Manager, O. D. 
Jennings & Co., Chicago. 
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Salesmanship in Print 
Definition Revised 

To the Editor: I enclose a crisp, 
new dollar bill. If you can guess 
what I want, you get the dollar—to 
keep! (Good-bye dollar! ) 

Now, one other matter: At the 
A. F. A. convention Mr. Kennedy’s 
definition of advertising as “sales- 
manship in. print” was given much 
praise. 

May I very shyly arise from my 
seat in the rear of the hall, and dis- 
playing a bad case of mike-frite, 
reveal that, some months ago, I 
gave to a Peoria printer this defini- 
tion of advertising: 

Advertising is salesmanship multi- 
plied by circulation. 

In these days of diverse mediums, 
I submit that the above, like the old 
“Mother Hubbard,” gives “full cover- 
age.” 

HARRY CLATFELTER, 
Harry Clatfelter Advertising, 
Peoria, Il. 
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A new market of sub- 


stantial younger house- 


wives. New prospects 


for foods, cosmetics, 


apparel and furniture. 


:| "TOWER MAGAZINES - inc. 


IN 1276 BUSY MARKETS ... THE YOUNGER HOUSEWIVES’ MAGAZINES 
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SEE BIG MARKET 
FOR CIGARETTES 
STILL AVAILABLE 


Only 33% of Adults Use 
Them, ‘‘Fortune’’ Says 


New York, June 28.— Despite the 
fact that 125 billion cigarettes were 
smoked in the United States last 
year, 62.7 per cent of the adult popu- 
lation of the country are not yet 
cigarette smokers. Of the adult 
males under 40, 65.5 per cent smoke 
cigarettes, while only 39.7 per cent 
of those over 40 do so. Of adult 
females under 40, 26.2 per cent smoke 
cigarettes, while in the group over 
40 only 9.3 per cent are cigarette 
smokers. 

These interesting facts are among 
those revealed in the July issue of 
Fortune, in which that publication 
launches a new editorial service of 
regularly sampling public opinion on 
social, economic and business ques- 
tions. Results of the “sampling,” 
conducted in the same manner as 
the familiar advertising or merchan- 
dising research, will be presented 
quarterly in Fortune. 

The public attitude on five ques- 
tions, three concerned with social 
and political questions, one with the 
consumption and brand preference 
of cigarettes, and the fifth with auto- 
mobiles, are preseuted in the first 
report. 


Sees a Growing Market 


From the fact that cigarette smok- 
ing is more prevalent in the under 
40 age groups than in the older 
groups, and that almost two-thirds 
of the adults do not indulge in the 
practice, Fortune deduces that cigar- 
ette manufacturers may not only 
look forward to a much larger mar- 
ket, but to mathematical increases 
as the younger generation carries its 


cigarette smoking habits into later 
years. 

Apparently cities with a population 
of 100,000 to 1,000,000 have the 
largest percentage of cigarette smok- 
ers, the Fortune percentages in this 
group being 65.5 for men and 40.2 
for women, respectively. Cities with 
a million and over stand next with 
61.4 per cent and 31.2 per cent, re- 
spectively, while rural areas reach 
the low point with 44.1 per cent and 
8.6 per cent, respectively. 

Of all the families considered, 23 
per cent had more than one cigar- 
ette smoker, and in half of these 
more than one brand was smoked. 
In the other half, in which one 
brand only was used, the husband 
introduced it to the family in 71.7 
per cent of the cases, the son in 17.3 
per cent. 


Shows Camel in Front 


On the question of brand pref- 
erence, the Fortune survey reported 
Camel getting 27.5 per cent of the 
business, Chesterfield 25.2 per cent, 
and Lucky Strike 24.6 per cent. 
Others stood as follows: Old Gold, 
3.7; Philip Morris, 3.4; ten-cent 
brands, 1.4; roll own, 5.1; any brand, 
4.9; all others, 4.2. 

Some 31 per cent of the cigarette 
smokers have stayed with their 
present brand for more than eight 
years, the survey indicates, and 54.4 
per cent have smoked the same brand 
for five years or more. 

“As for the influence of advertis- 
ing upon the sales of competitive 
brands,” Fortune comments, “the 
survey does not provide any reliable 
indications. More than half of the 
smokers interviewed replied ‘None’ 
to the question as to which cigarette 
advertisements had interested them. 
Highest definite percentages were 16 
per cent for Lucky Strike and 14 
per cent for Chesterfield. Moreover, 
only 1.5 per cent of the smokers 
who had changed their brands gave 
advertising as the cause—Americans 
are traditionally shy about admitting 
that their preferences are influenced 
by advertising. Thirty-five per cent 
gave taste as the reason for change 
(but taste was featured by both 
Lucky Strike and Chesterfield adver- 
tising) ; 7.5 per cent said they changed 


Announcing . bi 
appointment of 


MISS MATTIE ROBERTS 
as Manager of our New York Office 


An augmented staff under her direction 
will facilitate publication of the regular bi- 
monthly issues of National Advertising 


Records. 


We believe Miss Roberts’ expefience with 
lineage audits, and with advertising and 
industrial research generally, qualifies her 
to assist our subscribers in their research 


problems. 


THE ADVERTISING RECORD COMPANY, Inc. 


publishers of 


NATIONAL ADVERTISING RECORDS 
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NEW JELL-O PRODUCT 


Tue pest 4° C2AGW THAT EVER CAME 


OUT OF A REFRIGERATOR TRAY! 


JELL-0 ICE CREAM POWDER 


Initial newspaper copy for Jell-O's 
new ice cream powder, which 
stresses taste, rather than cost. 


because they preferred the effect of 
their present brand (but again, 
effect was especially featured in 
Camel advertising); and 23 per cent 
admitted having switched simply be- 
cause they were tired of their old 
brand. 


Expenditures Confusing 


“Nor is any clear correlation to be 
found between volume of sales and 
size of advertising appropriations. 
During the four years they were re- 
ported to be in the lead, according 
to the best available estimates for 
newspaper, magazine and radio ad- 
vertising expenses, the American To- 
bacco Company spent an average of 
about $10,000,000 a year for adver- 
tising, compared with $8,000,000 
spent annually by Liggett & Myers 
(Chesterfield), which ran third, and 
$6,000,000 by R. J. Reynolds (Camel). 
But in 1934 Chesterfields apparently 
jumped ahead in sales with Liggett 
& Myers’ smallest appropriation in 
a number of years—less than $3,000,- 
000—and Lucky Strikes (if earlier 
estimates are credited) dropped 
sharply in spite of a $9,000,000 ex- 
penditure by American Tobacco Com- 
pany. Old Golds, although P. Loril- 
lard’s advertising expenses were 
doubled to $3,500,000, stood still.” 

The survey on automobiles showed 
over one-third of all cars to be of 
1929 or earlier vintage, and that only 
6.5 per cent of the owners expect 
to replace their present car this 
year and 10.4 per cent next year; 
the remainder “don’t know.” How- 
ever, only 10 per cent definitely plan 
to buy a used car, while 53.8 per cent 
just as definitely expect to purchase 
a new car. 


Ford Out in Front 


In the under $1,000 class, Ford had 
a big edge in April, according to the 
survey. At that time 27.9 per cent 
of all the owners owned Fords, 34.5 
per cent expected to buy Fords next, 
and 21.4 per cent thought they had 
the best appearance. Comparable 
figures for Chevrolet were 21.9, 25.1, 
and 18.7; and for Plymouth, 6.6, 12.6, 
and 16.4. 

One other suggestion asked by For- 
tune investigators was: “If you get 
more money this year, what will 
you spend it for first?” 

To this question, 14.4 per cent said 
clothes, 13.7 per cent house repairs, 
12.4 per cent savings, and 12 per cent 
debts. Other “first wants” were 
house furnishings or equipment, 9 
per cent; travel, 6.7 per cent; auto- 
mobile, 6.5 per cent; general necessi- 
ties, 6.5 per cent; food, 2 per cent. 
The distribution of wants varied 
widely by income groups, as was to 
be expected. 


Anderson to Hercules 


Carl J. H. Anderson, formerly of 
Franklin Printing Company, Phila- 
delphia, has become associated with 
Hercules Powder Company, Wilming- 
ton, Del. He will have charge of 
magazine and direct mail advertising, 
design and typography, and will also 
direct the new Hercules printing 
plant. 


BUYERS ACCLAIM 
MARSHALL FIELD 
TRAVELING STORE 


Wholesale House Shows 
Goods to Crowds 


Chicago, Ill., June 27.—The “store 
on wheels,” the eleven-car, air-con- 
ditioned train which Marshall Field 
& Co., wholesale, has sent on a tour 
of 22 cities in the Mississippi val- 
ley, has won enthusiastic applause 
from out-of-town buyers, who view 
the venture as a revolutionary step 
in merchandising. 

Of the eleven cars in the specially 
designed train, six are given over 
entirely to displays. The general 
public is barred, only buyers and 
owners of stores being admitted. 

Aboard are 25 salesmen and 
women to show the company’s wares 
in all towns visited, and to take or- 
ders in the same way that a buyer 
is accustomed to in a Chicago 
wholesale house. 

The lines displayed, each in a sep- 
arate car, are small wares and gifts, 
toys and household utilities, home 
furnishings, apparel and _ lingerie, 
fabrics, and accessories. 

The first stop on the inaugural 
tour of the train, which is called the 
“Merchandise Express,” was at Pe- 
oria, Ill., on June 23. The train also 
visited Springfield and St. Louis this 
week. Eventually the train will visit 
22 cities in the Middle West and 
South, including Atlanta and New 
Orleans. 


At each stop made to date, on the 
thirty-day tour, merchants have 
come from miles around, and have 
been voluble in their praise of the 
train. The attendance at Peoria was 
about 125. More than 75 different 
orders were received for a variety 
of goods. 

In addition to the six display cars, 
other cars include sleepers, diner, 
office car, and a generating unit to 
furnish power for lights and air con- 
ditioning. 

In transforming the Baltimore and 


Ohio train into a traveling store, 
seats were removed from the sleep- 
ing cars, and racks and display 
shelves and counters were installed. 
The interiors were redecorated to 
harmonize with the various lines of 
goods. 

President John McKinlay of Mar- 
shall Field & Co. has pointed out 
that the Merchandise Express is an 
attempt to dramatize the attractions 
of Chicago to out of town merchants. 
In the opinion of the company, the 
sales promotion vehicle is more 
likely to bring a buyer to Chicago, 
than to make him believe that 
henceforth a trip to Chicago need 
no longer appear on a store’s ex- 
pense budget. 


See General Benefit 


Competitors of the company in 
the wholesale field agree with Mr. 
McKinlay that the “Merchandise Ex- 
press” will not only produce rising 
sales figures for Field’s, but will 
also make Chicago even more of a 
factor in merchandise distribution 
and manufacture. 

Movement of the train is by night, 
and stops are being made during the 
day, when merchants in the area 
will be invited to visit the traveling 
store to look over the merchandise 
and place orders. 

Daniel J. O’Grady, promotion man- 
ager of the company’s wholesale di- 
vision, is in charge of the Merchan- 
dise Express. Orders taken by the 
sales force are relayed from the 
merchants to the office car. A tele- 
type machine makes possible imme- 
diate transmission of orders to the 
central office in Chicago, with re- 
sulting quick deliveries. The office 
car also is equipped with telephone 
service. 


To Devine-Tenney 


James Francis Devine, eldest son 
of Mr. and Mrs. James J. Devine of 
Pelham, New York, who was gradu- 
ated from Yale University June 18, 
will join the Devine-Tenney Corpora- 
tion, publishers’ representative, on 
July 1. He will be located in the 
New York office of the firm, and will 
engage in market analysis, research, 
and sales promotion work. 


Name Metropolitan 
Hotel Webster and Madison Square 
Hotel, both of New York, have ap- 
pointed Metropolitan Advertising 


Company, New York, to direct their 
advertising. 


Let's SETTLE me Dust! 


Consider Our Fair Invitation 


@ KMEC offers to pay for your listener 
study if KMBC does not have the largest 
audience in this market on peroids rec- 
ommended by it on a program proposal. 


KMBC 


KANSAS CITY 
FREE AND SLEININGER, INC., NATIONAL REPRESENTATIVES 
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ADVERTISING AGE 


July 1, 1935 


Summer beauty preparations are becoming 
an important factor in the cosmetic field. 
Today more and more women know that 
there is such a thing as remote control of 
the sun. Who are these women? . . . how 
to reach them?—are your problems! 


Who are these women? Obviously they are. 
in the main, younger women, the modern 
mother like Mary Morton, with growing 
daughter, and older women with young ideas. 


How to reach them? The Chicago American 
reaches the type of woman who is beauty 
conscious and susceptible to new ideas. One 
reason is: the American has the largest cir- 
culation in Chicago among young, active 
women. Another reason is: editorially, we 
have educated our audience by a great num- 
ber of articles devoted to the importance of 


NATIONAL REPRESENTATIVES: HEARST INTERNATIONAL ADVERTISING SERVICE 


Rodney E. Boone, General Manager 


special summer preparations for taking care 
of skin and beauty. 


We know beyond any question of doubt that 
our readers are interested in everything per- 
taining to beauty. We know because they’ve 
told us so. Last year Donna Grace, our 
beauty editor, received 82,090 inquiries. The 
same great interest in beauty is being shown 
this year. In the first four months she has 
received 23,032 inquiries, many hundreds of 
these letters seeking information about sum- 
mer preparations. This habit of “talking 
shop” with our editors is just about the best 
indication you could possibly get about the 
value of the American as an advertising me- 
dium. No question about it: our readers 
mean business. A word to the wise is— 
Advertise. 
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IF YOU LIKE IT 
WE'LL MAKE IT, 
SAYS BRIGSTEEL 


Chicago, June 27.—Brigsteel, sub- 
sidiary of Briggs Manufacturing 
Company, Detroit, used the 53rd an- 
nual convention and exhibit of the 
National Association of Master 
Plumbers as a laboratory this week, 
displaying products which it does 
not now manufacture, but can, if 
public reaction is favorable. 

Since the modern plumber is in 
constant touch with housewives, and 
knows their likes and dislikes, the 
company displayed a modernistic 
kitchen in order to see what the 
plumbers would have to say about 
it. Only two of the products mak- 
ing up the kitchen ensemble are now 
manufactured by Brigsteel. 

An electric range, which is not 
produced at present by Briggs or any 
other company, is circular in shape 
and is placed in the center of the 
room. It includes a toaster sand- 
wich grill and towel drier. A guard 
rail prevents the user from coming 
into contact with the stove. 


Many Innovations 


The door to a dish cabinet serves 
as a table when not in use. The 
kitchen boasts indirect lighting 
equipment and air conditioning. The 
sink and cabinet are made in any 
desired color. The usual oblong win- 
dow has been reversed in shape, the 
light and view being enjoyed through 
a glass panel. 

The dummy refrigerator standing 
in the corner is graced with a handle 
which can be grasped without look- 
ing. Brigsteel apparently has no 
intention of going into the refrigera- 
tor business and told inquisitive visi- 


tors that such a handle can be found 
on the Kelvinator. 

The streamlined bathtub which has 
been so well advertised by Standard 
Sanitary Mfg. Company was on dis- 
play at the plumbers’ convention, 
accompanied by some _ interesting 
illustrations, one of which was en- 
titled appropriately, “A new beauty 
comes to the bath.” 

Filtro Faucet Manufacturing Com- 
pany, Chicago, was featuring the 
Filtro faucet, which filters all water 
which passes through. This gadget, 
priced at $8.50, can be cleaned by 
the novice, “eliminating the fuss and 
expense of a monthly charge char- 
acteristic of present filtering attach- 
ments.” 


Plumber Important Factor 


The important position the master 
plumber holds in the estimation of 
merchandising experts was indicated 
at the exhibit by the number of 
companies seeking his support. 
Among these was the Conover Com- 
pany, Chicago, manufacturer of dish 
washers. If the plumber was a 
salient factor in the sale of the dish 
washer sold as a unit, he is even 
more so with the Conover company 
featuring a washer which is built 
into the kitchen cabinet and is thus 
invisible when not in use. 

The company has a number of 
plans for selling the new product. 
The plumber gets an installation fee 
in every case, while he also has 
plenty of opportunity to make sales. 


Smith Joins Briggs 


Don D. Smith has resigned as 
vice-president and general _ sales 
manager of the Richmond Radiator 
Company of New York, maker of 
Sanitary cast iron enamel ware, to 
become director of sales of the 
plumbing ware division of the Briggs 
Mfg. Company, Detroit. 


Forms New Agency 
Mrs. Josephine Keenan has organ- 
ized the Independent Advertising 
Service, with offices at 6 Church St., 
New Haven, Conn. 


Getting Personal 


Bill Karver, the Getchell agency’s best-dressed man, has never 
been known to wear a soft collar. Jim Hamar, of McCann-Erick- 
son, and the charming Mrs. Hamar are in Bermuda on their “third 
honeymoon.” 


Halleck Finely, whose advertising photography has won many 
prizes, spoke over WINS the other week on, “Art in Photography.” It 
was interesting, but he didn’t make it appear any simpler. . . 


Art Marchant, advertising director of the Boston Post, is one of 
the high priests of American philately. Stamp collectors the world 
over acknowledge his air mail group to be the best there is. Even 
Jim Farley, who knows some short cuts, is rumored to have heaved 
an envious sigh. 


The advertising fraternity, as well as its woman’s auxiliary, is 
fortunate in having a glorified Traveler’s Aid Bureau in Atlantic City 
in the genial person of Frank Wallace, national advertising manager 
of the Press-Union. The Misses Daley and Waine of the Federal Ad- 
vertising Agency, New York, were among those who enjoyed his all- 
inclusive hospitality over a recent week-end. 


Atlantic City was also host a few days ago to Jake Omansky, 
business manager of the New York Post. He ran up an enormous 
mileage on the board walk. 


A movement begun humorously by advertising people to rename 
the Normandie the Clayland Morgan by way of recognition for the 
admirable work of Clay Morgan, publicity director of the French Line, 
has assumed serious proportions. There is an unverified rumor that 
reservations have already been received for the next sailing of the 
S. S. Clayland Morgan. . 


Thad Nichols, v. p. of Harold Cabot & Co., Boston agency, is 
honeymooning, the fortunate lady being the former Elizabeth Richard- 
son of Brookline. They will make their home in Cambridge. 


One man who really knows what “busy as a bee” means is James 
L. Free, of Free & Sleininger, radio reps. Mr. Free conducts a good- 


sized apiary at his home in Flossmoor, Chicago suburb, where he is 


currently vacationing while Mrs. Free convalesces from an opera- 


i ae 


Jim Hutchinson’s novel, “One, Two, Three, Four,” which is sched- 
nled for August publication, is reported to cover the love life of a 
female copywriter. Jim was formerly in charge of a group of women 
writers with J. W. T., and some are wondering if he switched from 
the agency field to advertising manager of United Drug advisedly, 
before publication of the book. 


Walter D. Warrick, v. p. of W. E. Long Company, Chicago agency, 
was elected president of the Northwestern University Alumni Associa- 
tion last week. . . Combining business with pleasure, Norman S. Rose, 
a. m. of the Christian Science Monitor, bundled Mrs. Rose and their 
son Hugh on board the Pennland June 22 for ten weeks in Europe, part 
of the time being set aside for visits to the Monitor’s branch offices 
in London, Paris, Geneva and Milan. 


Jack Platt, advertising manager of Kraft-Phenix Cheese Corpora- 
tion, Chicago, was on hand at a dinner party at the Edgewater Beach 
Hotel marking the golden anniversary of his proud parents, Mr. and 
Mrs. William H. Platt. Jack was attended by his own four sons, in 
addition to Mrs. Platt. 


Making good in a big way, Edward Jansen, commercial manager 
of station KVI, Tacoma, backed up his promise to send his first salmon 
of the year to Free & Sleininger, national sales representatives of KVI, 
with a fish big enough to feed the combined Chicago staffs of Free & 
Sleininger, Inc., and its affiliate Free, Johns & Field, Inc. . . 


Frank T. Denman’s monograph, “Experiment in Monogamy (Also 
Pronounced ‘Monotony’),” has been privately printed by Kenilworth 
Press. This will be remembered as Frank’s cheerless but humorous 
method of wishing Bill Preussner, his co-worker at Kenyon & Eck- 
hardt, and the former Carolyn Doll the greatest success at matrimony, 
which, according to Frank, is one of those senseless little experiments 
with which Mother Nature amuses herself between glacial periods. . 


E. L. (“Triff’) Triffitt, of Brooke, Smith & French, sailed for 
Europe last week, where, after concluding a study of market condi- 
tions for Kelvinator, he will indulge his hobby of delving into ecclesi- 
astical lore during a sojourn in rural England. He likes to visit 
cathedrals and hob-nob with the prelates. . . 


Roy Durstine has resolved any doubts about the propriety of seer- 
sucker for important advertising executives by wearing it himself. 
The style is sweeping BBDO like a prairie fire. . . 


The year’s activities of the Advertising Women of New York were 
brought to a cheerful close last week by a cocktail party at the lovely 
home of Mrs. Louise Huston, American Bemberg advertising executive 
and wife of the noted portrait painter. A baritone entertainer in a 
checked suit, whose black mustaches were the talk of the party, is 
rumored to have stolen the heart of (check one): Elsie Wilson, Helen 
Rockey, Louise Putger, Eleanor Paris, Janet MacRorie. . . 


Harriet Hughes, creative advertising woman on the Newell-Emmett 
staff, has been elected to the board of trustees of Wheaton College, 
Norton, Mass. .. John (“Bud”) Hill, of Kenyon & Eckhardt’s art 
department, was graduated from Pratt Institute of Fine & Applied Arts 
in Brooklyn the other day. Having won a scholarship in a hot city- 
wide competition, he completed his course while holding a full-time 
job at the agency. . 


Bill Groom, of Thompson-Koch, Cincinnati, not only plays a 
remarkable game of ping-pong but builds the tables he plays on at 
home and office, wood-crafting being another of his hobbies. . . Betsey 
Payne, lovely daughter of Judd Payne, of A.B.P., is accepting congratu- 
lations from practically everybody. Betsey hit four years this week... 


Chicago Post 170, American Legion, held its last regular meeting 
of the fiscal year at the Tavern Club Monday. Col. Robert P. Robinson 
(L.&T.), past commander, moved that the Supreme Court of the United 
States be made honorary life members of the post, but could get no 
second. . . Fred Cross, Stewart-Warner-Alemite Corporation, promised 
to have the Alemite Brigadiers, now holding forth at the Drake Hotel, 
at the September meeting. .. In the meanwhile, Bill Bennett, of 
The Farmer’s Wife, gave a demonstration of how he soothes the 
savage breasts of space buyers with sweet chords. . . Verne Beatty, 
now with Swift & Co., brought greetings from the stock yards. . . 


A. B. Peck, J. C. Billingslee Company, is back in Chicago after 
motoring to the Pacific coast with his family. He had some anxious 


moments during a fog in one of California’s mountains. . . 


Urges Drive by 
Shoe Industry 


Boston, Mass., June 27.—A national 
educational trade promotion cam- 
paign, stressing the advantages of 
modern shoe service from a health 
viewpoint, is urged by Carl H. Trie- 
schmann, Milwaukee, in an article 
in the June issue of Shoe Repairer 
and Dealer, Boston. 

“Science has traced many serious 
body ailments to weakened and pain- 
ful foot conditions, for which ex- 
tremely cheap, unsanitary, or im- 
properly fitted shoes were responsi- 
ble,” Mr. Trieschmann declares. 
Short radio messages, conveyed 
through a national hook-up, would 
serve to make the public “foot and 
shoe conscious,” and together with 
use of shoe service magazines, would 
spur shoe industry members to 
modernization efforts, he states. 

Such an advertising campaign, 
conducted under the leadership of 
the Trade Promotion Bureau of the 
National Leather and Shoe Finders 
Association, and by all cooperative 
interests, might be financed by read- 
ers of shoe service magazines, Mr. 
Trieschmann points out. 


AMORC Account 
Placed with Seid 


The Rosicrucian Brotherhood, also 
known as AMORC, has appointed 
svederick Seid, Advertising, San 
Francisco and San Jose, to handle 
its advertising account for the North 
American jurisdiction. The organi- 
zation is a non-profit, non-sectarian 


body, distributing scientific and 
philosophical data to members 
throughout the world. . 
Rosicrucian headquarters for 


North America are maintained at 
Rosicrucian Park, San Jose. The 
Seid agency has been placing part 
of the account for the past two years. 
Schedules will continue in national 
magazines and newspapers and a 
number of publications in foreign 
countries. 


“Indianapolis Times” 
Studies Cigar Outlets 


The merchandising department of 
the Indianapolis Times has completed 
a survey of the independent cigar 
outlets in Indianapolis. Every cigar 
brand in all price ranges was consid- 
ered in the survey, from the stand- 
point of per cent of distribution, box 
placement, and order of sale. 

The number of brands to be found 
in the Indianapolis market in each 
price range, the number of brands 
stocked by the average store in each 
price range, and other cigar data 
were discovered. A booklet on the 
survey has been published. 


Steere to Cleveland 


H. D. Steere, recently appointed 
advertising manager for Fintex Cor- 
poration, maker of men’s clothing 
and operator of Fintex stores in 
various cities, has moved his offices 
from Detroit to the Fintex factory 
headquarters in Cleveland, where he 
will direct the company’s entire ad- 
vertising program. 


‘Can I Sell 


in Latin-America?”’ 


A logical question these days, with 
exports to the Latin-American coun- 
tries increasing and the acceptance of 
American goods widening in these 
markets. 

Sources of real information are at 
hand for the American manufacturer 
who wishes to know the possibilities 
of his product in  Latin-America. 
Among these sources are advertising 
agencies which specialize in foreign 
advertising and merchandising; export 
commission houses, selling in all mar- 
kets; Government bureaus; trade or- 
ganizations; publishers’ representatives. 

Another aid is Cine-Mun- 
, the leading magazine 
of the Spanish home; an 
A.B.C. publication which has @ 
been selling in all Spanish- 
speaking countries for over 
twenty years. 

We shall be glad to help 
you answer the question 
“Can I sell in Latin-Amer- 
ica?” 


Leader in the International Spanish Field 


516 Fifth Avenue New York 
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@ These five advertisments were run in the Chicago Sun- 
day Tribune, May 12, 1935. They were part of a series of 
copy tests conducted by the Quaker Oats Company and 
its advertising agency, Lord & Thomas. @ Can you tell 
which headline stopped more people? Which ad pulled 
more coupons? Which pictures made the most favorable 
impression on housewives? 
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THE CHICAGO SUNDAY TRIBUNE OFFERS 


A NEW QUICK WAY T0 TEST COPY! 


THE MEDIUM! Each Sunday the Chicago 
Tribune publishes five special and different edi- 
torial sections devoted to the community interests 
of the various neighborhoods and suburbs of 
Chicago. 

Known as the ‘Metropolitan sections,” these 
five sections—North, Northwest, West, Southwest 
and South—are typical news sections which in 
form and content observe the style and pace set 
by the main news section of the Sunday Tribune. 

They are distributed as a regular part of the 
Sunday Tribune. They have been published for 
years and are familiar to all regular readers of 
the Sunday Tribune. 


THE PAGE! 

A prominent feature of each of the five Metro- 
politan sections is a black-and-white page of news 
photos. This page is identical in each section, 
carrying the same subjects, the same layout, and 
the same captions. 

Each Metropolitan section also carries a second 
page highly suited for copy testing. This is the 
page devoted to news of radio programs—editorial 
content also identical in each section. 

Frequent -Gallup surveys have proved these 
pages to be among the most popular features of 
the entire Sunday Tribune. They are unique in 
their suitability as vehicles through which to make 
comparative tests of copy. 


THE PLAN! 

The advertiser who wants to make at low cost a 
comparative test of various advertisments under 
comparable conditions before releasing copy to a 
tru schedule of newspapers can insert different 
advertisments in each of the five Metropolitan 
sections. 

In one day’s issue of the Sunday Tribune he may 
test the appeal of five different headlines, or five 
completely different ads. 

He may compare the relative strength of copy 
themes, illustrative techniques, or merchandising 
offers. Any combination of the elements of an 


advertisment may be tested as he desires through 
coupon returns, dealer sales audits or house-to- 
house investigations using the recognition-recall 
technique. 

He may push his inquiry into the variables of the 
advertising idea and its expression with full con- 
fidence that the variables of market and media, 
and of time and position and sample have been 
cut to a minimum. 


PROVED MERIT! 

Copy testing in the Chicago Sunday Tribune Metro- 
politan sections has proved its value in eliminating 
guesswork in preparing advertisments. 

The Quaker Oats Company has repeatedly used 
the Sunday Tribune Metropolitan sections to estab- 
lish the relative appeal of various advertisments 
and their elements. —— 

The advertisments reproduced herewith ap- 
peared in the May 12 issue of the Sunday Tribune. 
They are part of a series of copy tests, using both 
coupon returns and field investigations, con- 
ducted by Quaker Oats and ‘its advertising 
agency, Lord & Thomas. z 

Other national advertisers have also used this 
plan to test copy. 


IMMEDIATE SALES EFFECT! 
An important fact not to be overlooked is that any 
advertisment run in the Chicago Sunday Tribune 
has an immediate and powerful effect on sales. 
With a total circulation now in excess of 965,000, 
the Sunday Tribune not only permits the adver- 
tiser to test the relative merits of copy under ideal 
conditions but at the same time build sales in 
high volume at dealers’ counters. 


NO PREMIUM IN RATE! 

The opportunity to test copy through the Sunday 
Tribune Metropolitan sections is available to any 
advertiser without any additional charge. 

There are no compulsory cycles of insertions. 
The advertiser may run once or as frequently as 
he desires. 

The only requirement is that advertisments 
must be of the same size and shape in all the sec- 
tions on any one date of insertion. Position will be 
given on either picture page or radio page. 


WRITE OR PHONE! 
If you are interested in reducing the cost of your 
advertising, or in increasing the returns from your 
present budget, let a Tribune representative—or 
your advertising agency—show you how to take 
advantage of this new copy-testing plan. 


Chicago Tribune 


WORLD'S GREATEST NEWSPAPER 
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‘Fan & Family’, 
New Monthly, 
Out in July 


Chicago, June 28.—A new publi- 
cation in the field of sports will make 
its appearance about July 15, when 
the August issue of Fan and Family 
goes on newstands in Chicago. The 
new magazine will deal with the hu- 
man rather than the technical side 
of baseball and other sports. 

In this respect, it will follow the 
formula laid down by movie maga- 
zines. It will deal with outstanding 
personalities, dramatic incidents and 
events in the world of sports, pre- 
senting them from an angle designed 
to appeal to women and children as 
well as male fans. The price will 
be ten cents. 

Initial distribution of Fan and 
Family will be 50,000. The first is- 
sue will be confined to Chicago but 
national coverage is planned for 
later ones if the local reception indi- 
cates a larger following. 

Fan and Family Magazine will be 
published by Fan and Family, Inc., 
400 N. Michigan Ave. Arthur E. 
Meyerhoff is president and Wm. L. 
Veeck, son of the late head of the 
Chicago National League Ball Club, 
is secretary and_ editor. Diana 
Gaines, assistant editor, will be the 
guardian of the feminine angle. 


Blum Directs School 


The election of Charles Blum, 
president of the Charles Blum Ad- 
vertising Corporation, Philadelphia, 
as director of the Charles Morris 
Price School of Advertising and 
Journalism has been confirmed by 
the board of directors of the Poor 
Richard Club. Dr. Karl T. Waugh 
will continue to serve as dean of the 
school. For the first time, the school 
will conduct summer day classes, 
starting July 8. 


IF YOU 
WANT GOOD 


RAPID 


COPY SERVICE CO. 


BRANCHES-— One 
near you to serve you 


NEW YORK 


415 Lexington Avenue 
444 Madison Avenue 


VAnderbilt 3-3680 
CLEVELAND 


Union Trust Building 


Main 9335 
CHICAGO 


110 So. Dearborn Street 
360 No. Michigan Avenue 


STAte 5977 


TRENDS IN NATIONAL MAGAZINE ADVERTISING SINCE 1928 
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These two charts, prepared by "Advertising Age" from figures supplied by National Advertising Records, 

show lines and dollars of advertising for each month from January, 1928, through May, 1935. The figures 

are based on the 50 lineage leaders for each individual month, and therefore the publications measured 
are not necessarily the same ones from month to month. 


Railroad Tells 
Graphic Story 
Of Cloudbursts 


Chicago, June 27.—A_ distinctive 
mailing piece, unusual in that it 
probably marks the first time that 
a railroad has taken pains to graph- 
ically describe the horrors of a 
catastrophe affecting its services, 
has been issued by the Burlington 
Railroad. 

“Train Service Resumed Through 
the Nebraska Flood Area, June 23, 
1935,” the new Burlington booklet 
announces. The story of the recent 
cloudburst in the Republican River 
Valley is related in detail. Ten pho- 
tographs vividly illustrate the ac- 
count, while an “arrow” map shows 
spots on the railroad’s right of way 
where the track was damaged. 

Before the rain stopped, the book- 
let points out, the work of recon- 
struction began, both on the part 
of the people of the valley, and the 
railroad as well. Although no such 
incident had occurred in the Bur- 
lington Road’s 55 years in the valley, 
and might not occur again in an- 
other lifetime, construction of new 
tracks on higher ground, to replace 
present tracks at some points, has 
already been started, it is empha- 
sized. 

Due to prompt action, the booklet 
declares, no lives were lost and no 
injuries were sustained among rail- 
road passengers and employes, no 
railroad equipment was damaged, 
and no railroad freight was lost in 
transit. 

The booklet has been dispatched 
to the railroad’s freight agents and 
to large users of the road’s service. 


Stowell to Geyer 


James V. Stowell, formerly art di- 
rector of the Ross Advertising 
Agency and of Frank Seaman, has 
become art director in the Rochester, 
N. Y., office of Geyer-Cornell Com- 
pany. 


Names Fillmore 
B. F. Fillmore has been appointed 
to represent Industrial Power, St. 
Joseph, Mich., in the Cleveland ter- 
ritory. 


CLEVELAND SEES 
NEW LABOR COPY 


Cleveland, O., June 27.—Strike 
news and advertising continues to 
occupy a prominent position in the 
newspapers of this city, in which 
labor trouble has reached several 
distinct crises during the past sev- 
eral months. 

On Monday of this week, for ex- 
ample, local dailies carried full-page 
advertisements of The Wm. Taylor 
Son & Co., large department store, 
to explain its position in connection 
with intimidation of its truck driv- 
ers, allegedly by union sympathizers. 

In the same issue news columns 
reported that various local bakeries 
were preparing to give away surplus 
quantities of baked goods which 
could not be distributed and sold 
through the regular channels _ be- 
cause of a strike called by the Bak- 
ery Drivers’ Union. The Star Bak- 
ing Company said it would give 
away 15,000 loaves of bread, as well 
as other baked goods, under a “first 
come, first served” policy, and a 
limit of five loaves to a person. 

Utilizing some of its page space 
to reproduce the statement made by 
Judge Walter McMahon in granting 
its plea for injunction to prevent 
picketing and vandalism, the Taylor 
organization devoted the remainder 
of its advertising to outlining its 
point of view. 

“This is not a fight against 
unions,” the company said. “It is a 
fight against vandalism, lawlessness 
and intimidation. It is a fight to 
defend the rights and liberties of 
our employes, and to protect them 
from being forced to join any or- 
ganization against their own free 
will.” 


Streibert Advanced 


Theodore C. Streibert, assistant to 
Alfred J. McCosker, president of 
WOR, Newark, has been made a 
member of the board of directors of 
the Radio Quality Group, Inc., of 
WOR. In addition to Mr. McCosker 
and Mr. Streibert, the board includes 
Jack I. Straus, Paul Hollister, Don- 
ald K. David and Hector Suyker. 


Advertising Is 
Called Maker’s 
Responsibility 


New York, June 28.—Summing up 
her investigations in food factories 
and laboratories throughout’ the 
country in the last article of a series 
entitled “The House That Science 
Built” in the July issue of Good 
Housekeeping, Elizabeth Frazer finds 
that one of the food manufacturer’s 
two major responsibilities is adver- 
tising, the other being to produce 
clean, safe and wholesome foods, 
and that to reflect the integrity of 
the manufacturer is the major func- 
tion of food advertising. 

Scientific research is the raw ma- 
terial out of which the advertising 
message is fashioned, she told con- 
sumers, going on to cite her observa- 
tions when advertising copy was 
being checked for accuracy by re- 
search directors. In quoting a manu- 
facturer who years ago, when busi- 
ness was simpler, and not so highly 
developed, wrote his own advertise- 
ments, she gave a stiff assignment 
to advertising copywriters. 

“IT believe strongly,” she quoted, 
“that the message to the consumer 
when we ask for her trade should 
reflect the integrity of the manufac- 
turer and what he stands for in busi- 
ness. The person who writes that 
message should know everything that 
goes on in the factory and interpret 
the spirit of the company. That, to 
my mind, is the most important 
function of advertising—to get across 
that intangible thing called business 
integrity, which simply means do- 
ing an honest job.” 

The article dispels the thought 
that advertising is magic, or costly, 
or can produce for companies that 
could not succeed without it. It 
insists that advertising merely 
quickens sales and tends to reduce 
prices. 


Teele to Harvard 


Stanley S. Teele, with C. W. Young 
& Co., New York investment counsel- 
lors, for the past two years, has been 
appointed assistant professor of mar- 
keting at the Harvard Graduate 
School of Business Administration. 


CIRCULATION MEN 
CHOOSE HOFFMAN 
AS 1935 PREXY 


New Rochelle Boys Win Gar- 
rier Contest 


Cincinnati, O., June 24.—The larg- 
est convention the International Cir- 
culation Managers’ Association has 
had in years came to a close at the 
Netherland Plaza Hotel here Thurs- 
day, following discussions of sales 
taxes, news, promotional contests, 
pinochle tournaments, the airplane as 
a newspaper carrier, and other ques- 
tions of interest. 

About 100 new members were ad- 
mitted to the association during the 
37th annual convention. The mem- 
bership now includes 800 leading 
newspapers throughout the United 
States and Canada. 

Louis Hoffman, St. Louis Star- 
Times, was elected president, suc- 
ceeding Frank Newell, Toledo Blade, 
Walter Rauck, Pittsburgh Press, was 
elected first vice-president, and Dave 
Smith, Portland Oregonian, was 
chosen second vice-president. Clar- 
ence Eysder, Peoria, Ill., Star, was 
re-elected secretary-treasurer, and 
L. W. MeFetridge, Tulsa, Okla., 
World, was re-elected sergeant-at- 
arms. 

New directors chosen were Shiel 
Dunsker, Cincinnati Post; Ralph J. 
Seeman, St. Louis Globe-Democrat; 
Max Halmbacher, Oklahoman and 
Times, Oklahoma City, and Clem 
O’Rourke, Cleveland Press. 

H. W. Stodghill, Courier Journal 
and Times, Louisville, chairman of 
the association’s newsboys’ welfare 
committee, submitted a report recom- 
mending that newspapers voluntarily 
live up to standards fixed in the 
amended code relating to newsboys’ 
employment. 


Accepts Suggestions 


Newspapers of the country have 
voted by an overwhelming majority 
in favor of the code, which has also 
been approved by Secretary Perkins 
of the Department of Labor, the 
Children’s Bureau, and other depart- 
ments at Washington, he pointed out. 
The convention adopted a resolution 
accepting his suggestions. 

The convention voted to hold its 
1936 convention in Dallas, Tex. 

Charles O’Hagen and Kenneth 
Tredwell, Jr.. newsboys of the New 
Rochelle, N. Y., Standard-Star, won 
the newspaper salesmanship contest, 
receiving a bronze statuette, donated 
by Judge Robert W. Bingham, pub- 
lisher of the Courier-Journal and 
Times, Louisville. 

Second prize, a plaque given by 
James W. Brown, of Editor and 
Publisher, was won by Vincent Mc- 
Tiernan and Bernard Curran, both 
15, newsboys from the Pittsburgh 
Press. In third place were Dallas 
Ridde, 14, and Park Mowe, 14, of 
the Akron, O., Times, who were pre- 
sented with a certificate of distin- 
guished merit, given jointly by Edi- 
tor and Publisher and the associa- 
tion. Gerald Hoy, 15, and Joe Schroe- 
der, 14, Battle Creek, Mich., Moon- 
Journal, were fourth. 


Judges Make Awards 


Judges of the contest were five 
Louisville advertising executives: 
W. H. Siever, George S. Bain, L. H. 
Redman, Morton Levinstein, and 
A. W. Adams. Awards were made 
Wednesday night at the annual din- 
ner of the association. 

Problems of newspaper promotion 
and circulation were discussed by 
E. D. Hood, Savannah, Ga., News- 
Press; George Moffett, Milwaukee, 
Wis., Sentinel-News ; William G. Mer- 
cier, Fort Wayne, Ind.; Russell Stok- 
ley, Elyria, O., Chronicle-Telegram ; 
and J. A. Flood, Wooster, O., Record. 
William R. Miner, St. Louis, Mo., 
Star-Times, discussed the news of 
today and yesterday, and Oliver 
King, Phoenix, Ariz., Republic and 
Gazette, spoke on sales taxes. 
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Vou can’t fool 
ond Advertising Man 


WE ASKED FOR THIS TESTIMONIAL] 
AARON: 


@ SOMETIMES AN AGENCY MAN WILL SIT 
DOWN AND WHITTLE OUT A COMPLIMEN- 
TARY LETTER TO A VENDOR WHO HAS 
DONE A GOOD JOB (WITHOUT BEING 
ASKED)—BUT NOT OFTEN. ... MIRACLES 
ARE NO STRANGERS TO ADVERTISING MEN. 
THEY SEE THEM PERFORMED EVERY DAY 
—ONLY THE BRAND OF MIRACLE DIFFERS. 


HERE’S WHAT HE SAYS: 


... SOME OF OUR WELL WISHERS LOCATED 
IN OTHER 
TION 


CITIES THINK THEIR SITUA- 
IS DIFFERENT—THAT THEY CAN’T 


GET ENGRAVINGS BY REMOTE CONTROL. 


... WE ASKED RAY ANDREWS, VICE PRESI- 


DENT OF BOTSFORD, CONSTANTINE & 
GARDNER OF PORTLAND, OREGON, TO 
SPEAK IN OUR BEHALF. RAY HAS BEEN 
BUYING HIS COLOR ENGRAVINGS ON 
THE JANTZEN ACCOUNT FROM US FOR 
SEVERAL YEARS. 


AN ENGRAVING HOUSE THAT LIKES TO 


COLLINS, MILLER AND HUTCHINGS, 


717 SOUTH WELLS STREET, CHICAGO, ILLINOIS 


DO BUSINESS WITH ADVERTISING MEN 


INC. 
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Santa Monica Paper 
Entertains Employes 


Employes of the Evening Outlook, 
Santa Monica, Cal., were guests of 
the owners at a dinner party June 8, 
tendered largely as an expression of 
appreciation for bronze testimonial 
Plaques presented by members of 
each department on the occasion of 
coming into the new Outlook build- 
ing in Santa Monica. 

The plaques set forth the extensive 
newspaper careers of Samuel G. 
McClure, president of the Santa 
Monica Publishing Company, and 
Jacob D. Funk, general manager. 
The plaque given to Mr. McClure 
was headed, “50 Years in Journal- 
ism.” During the party, it was an- 
nounced that employes in all depart- 
ments would receive a five per cent 
increase, to be paid monthly in the 
form of a bonus, 


Issues Coupons 


An unusual credit or deferred pay- 
ment plan has been placed in oper- 
ation by M. E. Blatt Company, At- 
lantic City department store. Books 
of stamps or coupons are issued in 
various denominations, and are pur- 
chased through payment of small 
weekly sums extending over a period 
of 20 weeks or more. Customers 
may pay for purchases with stamps 
or coupons. The plan does not inter- 
fere with the charge or budget sys- 
tems. 


Dont Arget 


YOU PAY 


“7 ion J 
@ Whether you realize it or not, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don't get it... You pay for 
it with the business you FAIL to 
secure when your advertising 
doesn't bring the desired results 
... You pay in many other ways 
not included in the invoice... 
Since you must pay anyway, 
why not insist upon the BEST in 
the FIRST place—thus saving 
considerable TIME, TROUBLE and 
MONEY .. . Years of experience 
serving important advertising 
agencies and commercial con- 
cerns is at your command 
when you call FAITHORN. Our 
COMPLETE SERVICE—everything 
under ONE roof—is sure to help 
YOu. Let us demonstrate the value 
of this service on your next job. 
Simply phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


For years Marshall 
Field & Co. has 
used FAITHORN 
3-in-1 complete 
Service. You, too, 
can now enjoy its 
many advantages. 


& 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed tisfaction assured. 


- tr 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


WISCONSIN BARS 
LAMP RENEWALS, 
REDUCES RATES 


Commission's Orders Spiir 
Power Advertising 


Milwaukee, Wis., June 27.—Wis- 
consin electrical contractors have 
greeted with jubilation an order by 
the state public service commission, 
issued June 17, which ordered im- 
mediate discontinuance of free lamp 
renewals by utility firms, and a re- 
duction in electric rates. 

The reduction, estimated at $550,- 
000 a year for homes in Milwaukee 
and nearby cities and for farms in 
southeastern Wisconsin, becomes ef- 
fective with the next meter reading 
and affects the Milwaukee Electric 
Railway and Light Company, and 
the Wisconsin Gas & Electric Com- 
pany. 

The utilities, which are controlled 
by the North American Company, 
were authorized to continue their 
“free electricity” plan to October 
meter readings, or until November, 
if they desire. The commission an- 
nounced that acceptance of the rate 
reduction and continuance of the 
“free electricity” plan would result 
in exemption of the companies from 
the commission’s low cost electric 
rate plan, scheduled to become ef- 
fective July 1. 

Under the “free electricity” plan 
of the companies, their farm, store, 
office and home customers received 
for two months, ending with June 
meter readings, unlimited electricity 
for the same amount as the March 
bill, as reported in ApverTISING AGE 
of April 6. The commission said 
that the plan has benefited both the 
customers and the companies. 


Study All Rates 


The rate reductions are not final, 
and will not end the investigations 
of both utilities which the commis- 
sion is carrying on, and which in- 
volve studies of store, office and 
shop electric rates. 

The General Electric Supply Cor- 
poration, Milwaukee, took news- 
paper space, calling attention of re- 
tail dealers to the fact that free 
renewal of Mazda lamps has been 
discontinued by the power company, 
and that Edison Mazda lamps have 
“great merchandising possibilities.” 

Stocks are consigned to retailers 
such as hardware stores, electrical 
stores, department stores, and gen- 
eral stores, the advertisement re- 
minded readers. 

Large newspaper space was al- 
most immediately employed by the 
Milwaukee Electric Railway and 
Light Company, telling consumers 
of the extension of the “free elec- 
tricity” plan to meter reading date 
in October. 

Lest the consumer remain in 
doubt as to how to utilize the plan 
to best advantage, the company 
offered summer suggestions for par- 
ticipation in the plan. It recom- 
mended enjoyment of a cool kitchen, 
through installation of an electric 
range, use of electric fans all night 
for resting in comfort. Readers were 
even urged to illuminate their gar- 
dens for night views. And as an 
especially timely touch, the reader 
was advised to keep two or three 
lights on about the house all the 
time, when away on vacation. Mer- 
chants were urged to attract sales 
with brilliantly lighted stores and 
windows. 


Ford to Exhibit 
at Atlantic City 


The largest automobile exposition 
in the East was opened last week at 
Steel Pier in Atlantic City by Ford 
Motor Company, which has leased 
exhibition space for the 1935 season. 

A complete line of Ford products 
will be shown, and motor assembly 
will be demonstrated. New features 
will be shown from time to time, in 
accordance with the policies in force 
at the San Diego exposition. 


ENTIRE WEST COAST REPRESENTED AT MEET 


President D. R. Minshall (right) of the Pacific Advertising Clubs Asso- 
ciation welcomes W. A. MacDonald, promotion manager of the 
Vancouver, B. C., "Daily Province," and E. J. Murphy, Los Angeles, 
P. A. C. A. vice-president, to the annual sessions last week in 

San Diego. 


Week’s Drive 
Does Work for 
Elevated Line 


Chicago, June 27.— The Chicago 
Rapid Transit Company, operating 
elevated lines in Chicago, told a story 
of a successful advertising campaign 
in paid space in Chicago dailies 
yesterday. The company, waging a 
campaign to create public sentiment 
in behalf of addition of feeder buses 
to “L” service, announced that 601,- 
989 signatures had been secured to 
the petition asking the Illinois Com- 
merce Commission for the necessary 
permission. 


“A week ago,” said the advertise- 
ment, “the Chicago Rapid Transit 
Company printed an advertisement 
in Chicago newspapers stating that 
it had volunteered to extend its ser- 
vice by means of motor bus lines 
immediately upon securing authority 
so to do from the Illinois Commerce 
Commission. A coupon was attached 
and ballots were distributed asking 
the public to express itself as to its 
desire for this service. 


“Up to 5 p. m. last night. the 
coupon-ballots of 601,989 individuals 
had been received in the company’s 
offices emphatically answering ‘yes.’ 
This tremendous vote (in and 
counted up to now) is already equal 
to 72 per cent of the total number 
of families in Chicago. And each 
mail brings in thousands more 
votes.” 


In addition to the newspaper ad- 
vertising, the company distributed 
petitions in the form of business 
reply cards to elevated riders and 
homes. Employes of the road co- 
operated by handing out petitions 
and striving to give faultless service 
during the week. 

McJunkin Advertising Company 
handled the brief, but intensive cam- 
paign. 


Two Promoted by 


Owens-Illinois Glass 


Stanley J. McGiveran, for several 
vears sales manager of the prescrip- 
tion ware division, Owens-Illinois 
Glass Company, has been promoted 
to the position of manager of sales- 
merchandising. Mr. McGiveran will 
correlate activities of the advertising 
department, the agency and the sales 
executives on related problems. 

W. M. Gates, manager of the sta- 
tistical and inventory control divi- 
sion of the sales department, has 
been made assistant to the general 
sales manager, and will handle prob- 
lems of branch management and per- 
sonnel. Mr. McGiveran and Mr. 
Gates will retain managershiv of 
their divisions. T. K. Almroth, as 
advertising manager, will continue to 
direct advertising and publicity of 
the various hottle divisions, together 
with glass block. Hemingray insula- 


tors and industrial materials. 


Business Paper 
Group Observes 
50th Anniversary 


Chicago, June 26.—More than 125 
publishers and their friends crowded 
the rooms of the Chicago Federated 
Advertising Club at the Hotel La- 
Salle last night to help celebrate the 
fiftieth anniversary of the Chicago 
Business Papers Association, de- 
clared to be the oldest business pub- 
lishing organization in the country. 

W. R. Swartwout, Bakers’ Helper. 
president of the association, opened 
the dinner, introducing E. C. Hole, 
American Lumberman, who presided 
as toastmaster in a very unusual and 
entertaining manner. Speakers were 
E. J. Baker, Farm Implement News, 
who spoke on “The Business Paper 
of Fifty Years Ago”; G. D. Crain, 
Jr., ADVERTISING AGE, “The Business 
Paper of Today,” and J. C. Aspley. 
Dartnell Corporation, ‘“‘The Business 
Paper of the Future.” 

E. R. Clissold, Publisher, of Bakers’ 
Helper, sang, and Harry McEvoy pro- 
vided additional entertainment with 
a clever monologue and sleight of 
hand performance. 

Past presidents of the association 
occupied the speakers’ table, and 
J. Knight Willy, Hotel Monthly, 
president-elect, also took a bow. 


Frankel to U. A. C. 


Edward Frankel, former advertis- 
ing manager of the Frankel Clothing 
Company, Des Moines, has become 
associated with the United Advertis- 
ing Companies, Inc., Chicago, with 
Iowa headquarters in the Securities 
Bldg., Des Moines. For many years 
Mr. Frankel was associated with 
Meyer-Both Company and Williams 
and Cunnyngham, Chicago. 


The Week's 


New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 


July 2 


Ford Motor Company, Renewal 
and change of time. Fred Waring’s 
Pennsylvanians and Col. Stoopnagle 
and Budd. Tuesday, 9:30 to 10:30 
p. m., EDST, over 93 stations of the 
coast-to-coast Columbia network. 
Originates at WABC, New York. 
Agency, N. W. Ayer & Son, Inc., New 
York. 


July 3 
Bristol-Myers Company, for drugs. 
Renewal. “Town Hall Tonight.” 


Wednesday, 9 to 10 p. m., EDST, 
over 20 stations of the NBC Red net- 
work. Originates at WEAF, New 
York. Agency, Benton & Bowles, 
Inc., New York. 


July 4 


Pacific Coast Borax Company, for 
20 Mula Team borax. Renewal. 
“Death Valley Days.” Thursday, 9 
to 9:30 p. m., EDST, over 18 stations 
of the NBC Blue network. Origi- 
nates at WJZ, New York. Agency, 
McCann-Erickson, Inc., New York. 

v F 

General Foods 
Maxwell House _ coffee. Renewal. 
Captain Henry’s “Maxwell House 
Showboat.” Thursday, 9 to 10 p. m., 
EDST, over 60 stations of the NBC 
Red network. Originates at WEAF, 
New York. Agency, Benton & Bowles, 
Inc., New York. 


July 6 


P. Lorillard Company, for Briggs 
tobacco and Muriel cigars. Renewal. 
“Briggs Sports Review of the Air.” 
Saturday, 7:45 to 8 p. m., EDST, over 
43 stations of the NBC Red network. 
Originates at WEAF, New York. 
Agency, Lennen & Mitchell, Inc., 
New York. 


July 8 


Emerson Drug Company, for 
Bromo Seltzer. New. “Bromo Seltzer 
Presents N. T. G. and His Girls.” 
Monday, 8 to 8:30 p. m., EDST, over 
19 stations of the NBC Blue network. 
Originates at WJZ, New York. 
Agency, J. Walter Thompson Com- 
pany, New York. 


Name Chicago Agency 


Industrial Appliances, Inc., licenser 
for the process and equipment used 
in production of ice cream usually 
sold under the trade names of Side- 
walk-Sundae, Flav-O-Rol, and Pip- 
Bar, has appointed Ford, Browne & 
Mathews, Chicago, as advertising 
counsel. The agency has also been 
appointed by Esmond Dairy Com- 
pany, a firm associated with Indus- 
trial Appliances, Inc. 


CREATIVE 


226 W. Ontario St. 


SEND FOR YOUR COPY 


INCORPORATED 


Here [is a common - sense 
outline of a Window Display 
Service that will help to im- 
prove your sales in Chicago. 

Write today for this free 
booklet of information that 
will show you the way to 
more profit. 


Harve Ferrill 
President 


DISPLAYS 


CHICAGO 
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NEW YORK, PHILADELPHIA 


In service beginning Tuesday, June 25 
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tive folders and circulars for mailing 
lists, blotters, window displays, blow- 
ups of newspaper advertisements, 
display signs for ticket offices and 
stations, souvenir tickets, ticket en- 
velopes, and special names for dining 
cars. 

Advertising for the Royal Blue is 
being placed by the Richard A. Foley 
Advertising Agency, Inc., Philadel- 
phia. 


New Alton Train 
Gets Big Send-Off 


Chicago, Ill., June 27.—The Alton 
Railroad is winding up its announce- 
ment campaign for the new stream- 
lined, steam train, “The Abraham 
Lincoln,” which advertising has her- 
alded as “The world’s most modern 
train.” The new train enters service 


between Chicago, Springfield and St. 
Louis on July 1. 

The company has run 585-line copy 
in Chicago and St. Louis newspapers 
during the past month, and is now 
using smaller space in those cities. 
Copy of 280 lines is to be run in news- 
papers of the Northwest and South- 
west this week-end, and also in cities 
along the line. Carroll Dean Mur- 
phy, Inc., has completed placement 
of the advertising. S. E. McKay is 
advertising manager of the Alton. 


Made KFRC Manager 


The Don Lee Broadcasting System 
has appointed Owen Dresden, former 
manager of KMTR, Los Angeles, to 
the post of commercial manager of 
KFRC, San Francisco, succeeding 
Murray Grabhorn, resigned. 


E. A. A. Elects Watt 
as New President 


W. T. Watt, Fairbanks, Morse & 
Co., was elected president of the 
Engineering Advertisers Association 
of Chicago on June 20. Others 
elected were: vice-president, Stuart 
G. Phillips, the Dole Valve Com- 
pany; W. F. Crawford, Edward Valve 
& Mfg. Company; treasurer, Anthony 
DeYoung, Whiting Corporation. 

W. D. Murphy, Sloan Valve Com- 
pany, was elected director, for a 
one-year term. Chosen as directors 
for two-year terms were M. V. Bur- 
ton, the Austin-Western Road Ma- 
chinery Company; H. D. Payne, Chi- 
cago Moulded Products Corporation; 
and R. E. Williams, B. F. Gump Com- 
pany. D. B. Gibson, The Brewers 
Journal, was made an associate di- 
rector. 


N.A.E.A. Names Buntman 


Irving C. Buntman, executive di- 
rector of Wisconsin Markets, Inc., 
Milwaukee, a group of Wisconsin 
daily newspapers outside of Milwau- 
kee County, and formerly advertis- 
ing director of the Milwaukee Her- 
ald, has been appointed secretary- 
treasurer of the Newspaper Adver- 
tising Executives Association, Inc., 
for the 1935-36 term. Mr. Buntman 
held the latter position during 1929 
and 1930. 


Making Ford Film 


Charles L. Glett, Audio Produc- 
tions, New York, is completing studio 
sequences for a new motion picture 
for the Ford Motor Company, after 
a transcontinental trip during which 
most of America’s most famous 


scenic spots were visited. 


Large-size newspaper copy which 

is being used to introduce the new 

"Royal Blue" B & O train between 
New York and Washington. 


COMFORT ANGLE 
IS SUPREME IN 
TRAIN CAMPAIGN 


B.& 0. Subordinates Royal 
Blue’s Speed 


Baltimore, Md., June 27.—While 
the Baltimore & Ohio Railroad’s new 
streamlined train, “The Royal Blue,” 
can match the best speed showings 
of any of the new track demons, no 
mention of speed was made in the 
company’s advertising of the new 
train, which took to the rails Monday. 

Comfort was considered the primary 
sales appeal of the new train, and 
therefore the announcement adver- 
tising has almost entirely been de- 
voted to proclaiming the train’s con- 
tributions to travel pleasure. 


Newspaper advertisements, start- 
ing with 1,000 lines in principal cities 
in the Eastern territory, announced 
the new train. The list of papers to- 
tals 47. 

In each of these advertisements, 20 
“comfort” features are exploited, with 
“super-power” and “streamlining” re- 
ceiving only casual mention. The 
train is being advertised as the most 
comfortable rather than one of the 
fastest trains ever built. 

Many of its innovations in con- 
struction and design are introduced 
for the first time on the new train, 
and are exclusive with the B. & O. 
Hence, the speed feature was forced 
to take a back seat in the campaign 
for the streamliner. 


Coin New Phrase 


A phrase new to railroading has 
been coined to describe the riding 
comfort of the Royal Blue. It is 
“Gliding Motion.” Copy describes 
this feature as the train’s “lower cen- 
ter of gravity, rubber - cushioned, 
roller-bearing trucks and stabilizers, 
giving a balanced ride—so restful and 
smooth it’s like gliding through the 
air.” 

The Royal Blue, one of the few 
streamlined trains operated by a 
steam engine, has developed in test 
runs a speed of two miles a minute, 
with safety, R. C. MacLellan, adver- 
tising agent of the company, pointed 
out. 

“Yet we believe few railway pas- 
sengers are interested in riding that 
fast,” Mr. MacLellan said, in ex- 
plaining why the speed feature was 
subordinated to comfort. “We take 
the stand that a quiet, restful, com- 
fortable ride in an atmosphere of re- 
finement, with every known facility 
for comfort, is a more appealing sales 
factor than merely speed.” 

An intensive sales drive supple- 
ments the newspaper campaign. 
Special personalized letters were sent 
to department stores and important 
business houses, giving advance in- 
formation on the Royal Blue. Other 
promotion material includes descrip- 


“I’m no Edison” 


“I'm no Barnum” 


“Tm just a tire salesman” 


“That’s why ’'m glad my 
company uses Modern 


Talking Picture Service” 


This service relieves your organization of 


all details of booking, promoting and 


exhibiting your Talking Pictures 


Four years’ experience stands back of it 


Modern Talking Picture Service is a thoroughly tested 
system for giving a wide consumer or dealer circu- 
lation to advertisers’ pictures. It enables you to show 
your picture to prospects anywhere in the country 
—at any time you wish—and to get their undivided 
attention for an hour or more. 


AG 


MERCHAN WINGS... 


Modern Talking Picture Service takes care of all 
necessary advance arrangements. 

The day of the show, a truck drives to the auditorium. 
Skilled crews set up their Western Electric projection 
equipment—put on your picture in a professional way 
that gets your story over dramatically to eye and ear 
—leaves a lasting impression on all who see it. 

At invited consumer shows, all tickets must be signed 
before the bearers are admitted—which builds up the 
finest kind of prospect list for your local dealers to 
follow up! 

Or your message can be presented to clubs and the 
attendance checked by a club official, as well as 
counter-checked by the operator. 


Among well-known users of Modern 
Talking Picture Service 


+ G7) & 


Many leading advertisers have seen the tremendous 
possibilities in the talking picture medium now that 
there is a way to get wide distribution and expert pre- 
sentation. Thousands of shows have already been put 
on for them, with far more satisfactory results than 
were ever before obtained. 

Mail the coupon asking a representative to call. He 
will gladly help you with any problem of getting dis- 
tribution for an industrial picture. 


Operated by Electrical Research Products, Inc. 
250 West 57th Street, New York, N. Y. 


Units traveling out of all key cities. 
— ee a ee 
| Modern Talking Picture Service l 
| 250 West 57th Street, New York, N.Y. | 
| Gentlemen: I want to hear more about your service. Please | 
| send a representative. (Write your name and address in the margin) 1 
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CONSUMERS NOT 
UP IN ARMS, IS 
PITKIN. REPORT 


Discusses Advertising in 
New Volume 


New York, June 28.—Supported by 
facts gathered in interviews with 
10,000 housewives, Walter B. Pitkin, 
in his new book, “‘Let’s Get What We 
Want!” published by Simon and 
Schuster, asserts that consumers do 
not regard manufacturers as enemies, 
do not disapprove of more than a 
small fraction of the food, drugs and 
cosmetics they buy, and demand little 
more than common decency and 
honesty in packaging and advertising 
as a means of improving the defects 
of the present system. 

Among 5,000 women interviewed on 
drugs and cosmetics Mr. Pitkin 
found 58 per cent who could take no 
clear stand as to possible government 
aid in improving these classifications 
of merchandise. Of this number 72 
per cent didn’t know whether a con- 
sumer organization would help the 
consumer. 

Asked to name those products 
which had proved unsatisfactory in 
any way, this group of women could 
make only 106 mentions, and the 
largest number complaining of any 
one product was four. 


Want More Regulation 


Another 5,000 women questioned 
about foods gave answers indicating 
that only 92 percent of middle-class 
housewives have found either adver- 
tising or labels misleading. The same 
percentage appeared on the query as 


Want 


RESULTS? 
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SPORTSMEN MUST SMOKE 


Edwin Cigar Company, using a list 
of nine well-known magazines, 
writes that the National Sportsman- 
Hunting & Fishing combination is 
“at the top of the list in low cost 
per order.” 


You'd be surprised to know how 
often advertisers tell us that Na- 


tional and Hunting & 
Fishing are “at top of the list.” 
NATIONAL SPORTSMAN 
and 


HUNTING & FISHING 


Boston New York Chicago Atlanta 


to so-called medicine foods, but one 
product was denounced by 68 of 
the 5,000. 

About 60 per cent favored further 
government regulation of food adver- 
tising with 22 per cent opposed and 
18 per cent neutral. When further 
government safeguards to protect 
consumers in the use of foods was 
brought up, 60 per cent asked for 
them, 11 per cent took the opposite 
view and 29 per cent were neutral. 

“However,” Mr. Pitkin wrote, 
“these women had plenty of unkind 
words to say about the advertising in- 
dulged in by certain ‘patent’ medicine 
and cosmetic firms. 

“All of which makes me grin, for 
it supports my view that the copy- 
writer has done more harm to Ameri- 
can producers than all the Com- 
munists and Socialists and Fascists 
who ever have invaded or ever will 
invade our shores. 

“I am not opposed to advertising. 
I favor more of it. I even favor a 
certain highly intelligent ballyhoo. 
But I despise liars and fools. All 
menace civilization and must be run 
to earth.” 

Returning to the discussion of ad- 
vertising in another chapter, Mr. 
Pitkin points out that the proper 
function of distribution, which in- 
cludes advertising, embraces instruct- 
ing prospective buyers as to the 
nature of the commodity, showing 
them how it fits their budgets, and 
training them how best to use it after 
they have bought it. There are other 
services, but these are of primary im- 
portance to users, in his opinion. 

“Now, these three services are still 
botched,” Mr. Pitkin continues. 
“Ballyhoo, for instance, impresses cer- 
tain inferior classes much more 
surely than does simple, sober truth. 
These classes are very large; hence 
failure to get them may prevent mass 
production, may keep up retail prices, 
and may indirectly slow down tech- 
nological advance. Lying ballyhoo 
acts sooner or later as a boomerang 
on makers and distributors alike. 


Blames Copywriters 


“The common brand of advertising 
agent and copywriter is more of a 
menace than any of the products he 
ballyhoos. Grant that there are un- 
desirable goods aplenty on _ the 
market; the fact remains that they 
sell mainly as a result of misrepre- 
sentation in the advertisements, all 
of which have been written by some 
agent or employe. 

“Housewives of the middle class 
are influenced surprisingly little even 
by sober advertisements. 

“We asked 5,000 women whether 
they could recall any printed adver- 
tisements which influenced them in 
buying medicines or cosmetics. 

“They were able to recall the ad- 
vertisements of only four products 
which influenced them, barring a few 
cases where only one woman men- 
tioned one commodity. 

“The Bayer aspirin advertising in- 
fluenced 50 women; Ex-Lax, 41; Lis- 
terine, 63; and Pond’s Extract, 84. 

“Unless there is some undiscerned 
error in the giving of the test, it 
must be concluded that, if only one 
woman in 60 to 100 buys a medica- 
ment or cosmetic under the influence 
of a printed advertisement, we must 
revise our ideas about the Power of 
the Press and the Demon Press 
Agent.” 

The primary purpose of, “Let’s 
Get What We Want!” is to encourage 
consumers to better their status 
through the exercise of the supreme 
économic power they would have if 
organized as consumers. 

Mr. Pitkin suggests the start be 
made with a triple alliance between 
high-grade manufacturers, high-grade 
distributors, and high-grade users. 


Local Boards Advocated 


The second step would be for con- 
sumer organizations to form local 
Boards of Consumer Inquiry. These 
boards would educate consumers, 
serve as clearing houses of informa- 
tion and consumer complaints about 
stores, commodities, services and ad- 
vertising, and foster an educational 
program which would include the in- 
troduction of consumer studies in the 
public school system. 

In this connection, Mr. Pitkin sug- 
gests that some enterprising news- 
paper could well dispense with re- 
views of books and plays and other 
news of the arts which mean little to 


BROKER TRIES HIS HAND AT TRADE MARKS 


Test your Advertising Eye 


AD 
P 


the products they identity 


Scarcely a day goes by that you don't encounter some of these trade-marks in 
magserines, newspepers, store windows, subway and railroad cers, on station plat- 
forms, billboards, the sides of buildings and on packaged goods that go into your 
home Doubilew You recognise all of them. But how many can you emsociste with 
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Anderson, Davis & Platte, Inc., sent a folder containing 50 unidenti- 
fied nationally known trade marks to advertising men last week, and 
suggested they test their knowledge. The entirely facetious answers 


of a 


all Street broker are penciled on this facsimile. 


many, substituting a ‘“Consumer’s 
Critique,” perhaps as a Sunday sup- 
plement, filled with reviews of prod- 
ucts, written by experienced authori- 
ties. 

The board would employ a secret 
shopper, whose reports on brands and 
sources of supply would be passed on 
to consumers. 

Other activities of the consumers’ 
movement would be to encourage 
honest manufacturers in standardiz- 
ing descriptive labeling, found test- 
ing departments through utilization 
of the laboratories of colleges and 
universities, and bring about better 
control of manufacturing and distri- 
bution through legislation. 


“Redbook” Increases 


Rates, Circulation 


Redbook Magazine, New York, has 
announced an increase in circulation 
guarantee and advertising rates. 
The circulation level will be an an- 
nual average of 775,000 net paid, rep- 
resenting an increase of 50,000, and 
will become effective with the issue 
of March, 1936. Advertising rates 
for standard space units represent 
an increase of approximately 10.3 
per cent over present rates. 

New rates” effective with the 
March, 1936, issue are: black and 
white page, $1,920; two-color page, 
$2,300; two columns, black and one 
color, $1,570; two-thirds page, black 
and white, $1,300; one-third page, 
black and white, $665; line rate, $5. 
New rates effective with the April, 
1936, issue are: four colors, $2,880; 
second and third covers, $2,880; 
back cover, $4,250. All advertising 
rates are guaranteed through the 
January, 1937, issue. 


Completes Studebaker 
Fact-Finding Trip 

One of the most extensive motor 
fact-nnding trips ever undertaken 
was recently completed by William 
C. Garner, newspaper writer and 
photographer. The tour was spon- 
sored by Paul G. Hoffman, president, 
The Studebaker Corporation. A 
number of American newspapers co- 
operated in the enterprise. 

The trip was an 11,222-mile jour- 
ney from South Bend, Ind., to New 
York, from New York to Antwerp, 
and through almost a score of coun- 
tries in a complete circuit of the 
Mediterranean Sea. 


Charge Sale of 
Space at Loss 


Washington, D. C., June 28.—Un- 
fair competition on the part of one 
newspaper against another in the 
same city is alleged in a Federal 
Trade Commission complaint involv- 
ing practices of the Blackwell Jour- 
nal Publishing Company, publisher 
of the Blackwell (Okla.) Daily Jour- 
nal, in the sale of advertising con- 
tracts and subscriptions to that paper. 

The complaint charges the Journal 
with selling advertising space at a 
price substantially below the cost of 
setting up and printing the advertise- 
ment, and substantially below the 
cost at which its competitor, the 
Blackwell Tribune, can set up and 
publish the advertisements, thus 
forcing the Tribune either to forego 
this vital part of its business or to 
operate at no profit or at a loss, the 
Commission states in its memo- 
randum. 


Appoint Waddell 


C. Eugene Waddell, Pittsburgh, 
has been appointed advertising coun- 
sel of DeFonso Accordion Mfg. Com- 
pany, Carnegie, Pa.; National Union 
Fire Insurance Company; National 
Accordion Mfg. Company, Inc.; 
Colonial Art Furniture Company, and 
Baldwin Piano Company. 


Outdoor Firm Moves 


The Penn-State Advertising Com- 
pany, Inc., Philadelphia, outdoor ad- 
vertising, has moved to new and 
larger quarters at 120 N. 32nd St. 


‘Radio Guide”’ 
Gives Results 


Of Ballot Box 


New York, June 27.—Radio Guide 
has disclosed the results of its second 
annual “Star of Stars” poll, in the 
issue for the week ending June 29. A 
total of 1,256,328 individual readers’ 
votes were cast on a total of 209,388 
ballots. 

The following programs took first 
places in their respective classifica- 
tions: 

Performers: General Foods Cor- 
poration’s Jell-O program, starring 
Jack Benny. Agency, Young & Rubi- 
cam, Inc. 

Musical programs: General Foods 
Corporation’s “Captain Henry’s Max- 


well. House Showboat.” Agency, Ben- 
ton & Bowles, Inc. 
Dramatic programs: Standard 


Brands’ “One Man’s Family” pro- 
gram. Agency, J. Walter Thompson 
Company. 

Orchestra: Lady Esther Company’s 
“Lady Esther Serenade” program, 
starring Wayne King. Agency, Stack- 
Goble Advertising Agency. 

Teams: The Pepsodent Company’s 
“Amos ’n’ Andy” program. Agency, 
Lord & Thomas. 

Announcer: James Wallington. 


Kellenberger Heads 
Pittsburgh Adclub 


K. E. Kellenberger, Union Switch 
& Signal Company, was elected presi- 
dent of the Pittsburgh Advertising 
Club on June 19. Others elected 
were: vice-president, Sam K. Smith, 
Sam K. Smith & Associates; secre- 
tary, J. A. Cullison, National Fire- 
proofing Corporation; treasurer, Fred 
W. Morgan, Bell Telephone Company. 

New members of the board of gov- 
ernors are: W. C. Arther, F. A. En- 
sign Advertising Agency; Wm. E. 
Jackson, KDKA; Harold Perkins, 
Pittsburgh Press; Joseph Schewe, 
B. K. Elliott Company, and Julius 
Schmidt, Eddy Press Corporation. 
Continuing as board members are: 
Ralph Leavenworth, Westinghouse 
Electric & Mfg. Company; D. J. 
Coullie, Alling & Cory; W. Hunter 
Snead, West Virginia Pulp and Paper 
Company; and Ralph J. Failor, Bat- 
ten, Barton, Durstine & Osborn. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


BIEGER*S 


DUPLICATING & MAILING SERVICE 


COURT 2624... PITTSBURGH.PA. 


SERVING NATIONAL ADVERTISERS 
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KETTERLI 


Sales-producing Booklets, Folders, 


Inserts, Calendars, Window 


Displays, Counter Cards, and 


Complete Direct Mail Campaigns. 


Have our representative call. 
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Sept. 30, 1930 


March 31, 1935 
324,316 


Circulation of the New York American has increased by more than 99,000 net paid 
copies in five years. Official figure of the Audit Bureau of Circulations. 


EHIND the news of the American’s 99,000 circulation increase there is 
an even bigger story. The Amer ican’s new readers did not choose the 
paper. The paper chose them! 


In 1930 the New York American deliberately set out to enlarge a 
definite class of readers. It planned an editorial formula to attract more 
of the successful, free-spending heads of better-class, growing families! 


That doesn’t necessarily mean New York’s high income group. But 
it does mean New York’s active inc ome group. Advertisingly speaking, 


this is the most coveted section of class circulation. It is distinctly New _ 


York’s most valuable consuming market. 


The New York American is carefully edited to both sexes of this pub- 
lic. Brilliant editing—never lurid, never dull—records the vital drama 
and precise fact of the international day. The woman’s department is 
especially important, a complete department daily and which occupies on 
Fridays as many as six pages directed by famous experts in women’s affairs. 


Wide acceptance of this advanced idea in journalism is suggested by 
the fact that out of every 10 prominent New Yorkers interviewed, 9 read 
the American regularly. And as for its popularity with women. . . During 


May the New York American topped all New York Newspapers in food | 


linage! . 


New Work American | 


*‘New York’s Most Interesting Newspaper”’ 


CIRCULATION DAILY 324,316 A.B.C. (Larger, for example, than the Herald Tribune or The Sun) 


CIRCULATION SNUDAY 1,110,687 A.B.C. (A larger city and suburban circulation than the Times and the Herald Tribune combined) 
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P.A.C.A. ADOPTS 
SIX-POINT PLAN 
AT CONVENTION 


Holds Off Re-Affiliation with 
AFA. 


(Continued from Page 1, Col. 2) 


advertising men and women in many 
communities are not in touch with ad- 
vertising club activities, and for that 
reason, as set forth in planks 2 and 
3, the parent organization will wel- 
come associate members and encour- 
age them to form “study groups.” 
Eventually, it is believed, this plan 
will result in formation of clubs 
which naturally would affiliate with 
the P. A. C. A. 

Considerable discussion centered on 
the question of formally affiliating 
the coast organization with the Ad- 
vertising Federation of America. This 
subject has been debated for several 
years, but no mutually satisfactory 
plan has been advanced for the 
merger. 

The sentiment at this meeting ap- 
peared to be unanimous that the in- 
terests of the P. A. C. A., one of the 
oldest organizations of its kind in 
the United States, will best be served 
by maintaining its distinctive iden- 
tity, although the convention found 
itself in complete agreement that co- 
operation with the national organiza- 
tion, in serving advertising as a 
whole, is an obligation. 


Hope for Settlement 


The entire question was again re- 
ferred to committee, with the hope 
expressed that somehow a satisfac- 
tory working agreement for affilia- 
tion may be conceived, and the P. A. 
C. A. may again become a part of the 
A. F. A. 

» “The Pacific Advertising Clubs 

ation is stronger today than 
ever,” President Murphy said in sum- 
ming up the work of the meeting at 


LEADS DEPARTMENTAL 


Elliott Hensel, advertising director, 
“Oakland Tribune," who presided 
at the newspaper departmental of 
the Pacific Advertising Clubs As- 
sociation meeting last week. 


the concluding session today. “We 
look forward to next year’s conven- 
tion in Seattle with interest and en- 
thusiasm. The 32nd convention was 
one of the most constructive we have 
ever held. The theme, ‘The Asset 
Test of Advertising,’ developed many 
helpful ideas.” 

K. L. Hamman, San Francisco, re- 
tired agency. executive and chairman 
of the organization’s finance commit- 
tee, was continued in that post, with 
the convention voting him thanks for 
his untiring efforts during the year, 
as a result of which the association’s 
financial position is stronger than at 
any other period in its history. 

Jack Leatherman, president of the 
Advertising Club of Seattle, told the 
convention today that he would lose 
no time in starting to plan for the 
1936 meeting, and paid a tribute to 
the Advertising Club of San Diego 
for staging “one of the finest conven- 
tions in P. A. C. A. history.” 

Today, the final day of the meet- 
ing, was given over to the annual golf 
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More Than 1,000 Present 


The convention, which opened 
formally at noon Monday with an 
address by President D. R. Minshall 
of San Diego, attracted the largest 
attendance of any similar meeting 
in recent years, more than a thou- 
sand visitors and delegates being 
attracted from every section of the 
West. Dominant in the deliberations 
of the gathering, not only at the 
three general sessions, but also at 
the nine departmental meetings, was 
the basic theme of the convention, 
“The Asset Test of Advertising.” 

At the opening general session of 
the convention Monday Thomas 
Nixon Carver, emeritus professor of 
political economy at Harvard Uni- 
versity, asserted that advertising 
has been a more powerful factor in 
influencing our lives and customs 
than most of us realize, and that 
advertisers have played a vitally im- 
portant part in building up the high 
standard of living which Americans 
now enjoy. 

In a_ scholarly presentation in 
which he delved into economics in 
developing his subject, Dr. Carver 
declared that advertising men and 
women must be thoroughly grounded 
in fundamentals, and particularly 
must have their fingers on the pulse 
of present day trends, if they are to 
continue to be a factor in the busi- 
ness life of the nation. 


Advertising Praised 


“We have a tremendous national 
wealth because we have had the in- 
ventive genius to produce a vast 
volume of assets as represented by 
luxuries and labor-saving devices, to 
mention only a few of the bewilder- 
ing list of things that have become 
necessities,” Dr. Carver said. 

“Having produced these things, 
they would have been valueless, or 
at least would not have been widely 
distributed, had not the people been 
told about them through the me- 
dium of advertising. And advertis- 
ing, having acquainted the people 
with this long list of commodities, 
to be really effective must have con- 
veyed to people a degree of confi- 
dence and stimulated a desire so 
that acquisition followed as a mat- 
ter of course. 

“Confidence — that feeling that 
what the merchant offers is all that 
he says it is—in my opinion is the 
asset test that advertising has met, 
and will continue to meet.” 

Digressing to discuss economics, 
Dr. Carver said: 


Must Raise Labor Levels 


“There never has been a consis- 
tent effort to reduce the supply of 
labor. Consequently our workers 
have not had the full benefit of the 
expansion of our industries. Much 
of the benefit has gone to the work- 
ers of other countries. It must be 
the policy of the future to see that 
the benefit of business expansion 
shall go to our own working people. 

“Advertising men can be powerful 
factors in the building up of a fa- 
vorable labor market, because they 
can increase the demand for goods. 

“Enemies of our economic system 
will argue that these efforts to sell 
more goods merely cancel one an- 
other; that if one manufacturer 
sells more goods, some other man- 
ufacturer must necessarily sell less. 
I do not think their arguments are 
sound. There are certain historical 
facts which I cannot explain with- 
out the salesman and advertiser. 

“Our economic system must stand 
or fall on its ability or inability to 
solve the problem of _ poverty. 
Whether we shall be able to main- 
tain our system of voluntarism, or 
suffer a revolution and reversion to 
the more primitive military system 
will depend upon the proportion of 
the people in poverty.” 

The danger to economic volun- 
tarism is due solely to the existence 
of mass poverty, the result of a 
congested labor market, Dr. Carver 
said, declaring that “the way to in- 
crease the demand for labor is to 
encourage expansion of business in 
every possible way except that of 
providing it with a larger supply of 
labor.” 

The extent to which the federal 
government has made use of adver- 


tising, although in the form of 
propaganda, was the basis of an il- 
luminating talk at the second gen- 
eral sessions luncheon of the P. A. 
C. A. here Tuesday by Lane D. Web- 
ber, vice-president of the First Na- 
tional Trust and Savings Bank of 
San Diego. 

Sharing speaking honors with Mr. 
Webber was W. B. Geissinger, vice- 
president of the Association of Na- 
tional Advertisers, and advertising 
manager of the California Fruit 
Growers Exchange. 

Mr. Webber’s subject was “Gov- 
ernment Applies the Asset Test to 
Advertising,” and Mr. Geissinger 
spoke on “The Termites of Adver- 
tising.” 

The federal government’s resort 
to advertising in enlightening the 
people regarding its New Deal plans 
and policies created a favorable pop- 
ular reaction which simplified the 
problem of putting through the nec- 
essary legislation, Mr. Webber said. 
Such an educational program ordi- 
narily would be called propaganda, 
he added, but as a matter of fact 
the objects which it sought to at- 
tain were and are of such vital con- 
cern as to dignify the entire pro- 
gram as an out-and-out advertising 
project. 

“When President Roosevelt sits 
in his study and speaks to millions 
of our people in his fireside radio 
talks, he brings the nation into im- 
mediate, intimate touch with prob- 
lems of the day, and by his happy 
faculty of inspiring and holding 
popular interest gets his message 
over in a most effective manner. 
The national administration has also 
used every conceivable form of pub- 
licity in convincing the people of 
the merits of the New Deal. The 
New Deal, in my opinion, is the 
greatest economic experiment ever 
attempted in this country. It was 
born in one of the nation’s greatest 
emergencies. That the people gen- 
erally have accepted the New Deal, 
or its major features, is proof that 
the steps taken to put over the 
President’s program have been con- 
vincingly effective, whether you call 
those steps propaganda or advertis- 
ing. I view it as advertising pure 
and simple.” 


Too Many Termites 


Mr. Geissinger touched upon the 
activities of the Association of Na- 
tional Advertisers in “turning the 
limelight upon the assassins of ad- 
vertising.” He declared that “we did 
not creosote our foundations, and 
termites in the form of destructive 
critics have crept in. Many of these 
‘termites’ were formerly connected 
with advertising, but for various 
reasons have turned from construc- 
tive creation to destructive and with 
negligible exceptions totally unjusti- 
fied criticisms.” Mr. Geissinger said, 
however, that the advertising pro- 
fession is partly to blame because 
of over-emphasis on sex-appeal and 
a tendency toward exaggeration and 
absurdity in advertisements appeal- 
ing to the emotions. He exhibited 
specimens of advertisements in cur- 
rent issues of several magazines 
which he declared were so far- 
fetched in the claims set forth as 
to destroy confidence of thinking 
readers. 


National Air Races, 


Packer Name Agency 


Humphrey, Prentke & Scheel, Inc., 
Cleveland, has been named to handle 
advertising for the National Air 
Races for the sixth time. The races 
will be held at the Cleveland Airport 
Aug. 30-Sept. 2. Newspapers, direct 
mail, outdoor posters, radio and a 
flood of stickers, posters and novel- 
ties will carry the National Air Race 
story throughout the country, on an 
increased scale. 

The Theurer Norton Provision 
Company, Cleveland, meat packer, 
has appointed the agency to handle 
its advertising of Paradise Brand 
products, in newspapers in the Cleve- 
land trading area. 


Armstrong to Wales 


The Wales Advertising Company, 
New York, has been appointed agent 
for the Armstrong Rubber Company, 
Inc., West Haven, Conn., maker of 
tires, tubes and storage batteries. 
C. P. Morey is advertising manager. 
In 20 Connecticut newspapers, the 
agency is placing 1,000-line advertise- 
= on Armstrong Air Coaster 

res. 


P. A. C. A. SPEAKER 


Ln oo 


7c eta ne 


Company, 

Angeles, who was the principal 

speaker at the P. A. C. A. women's 
breakfast June 24. 


Hongkong and Los 


P.A.C.A. Urges 
Regulation of 
National Copy 


San Diego, Cal., June 27.—Imme- 
diate action to prevent misrepre- 
sentation and false claims in adver- 
tising, especially in national adver- 
tising and in broadcast advertising, 
was urged on officers of the Pacific 
Advertising Clubs Association, which 
closed its annual meeting here to- 
day, in a resolution offered jointly 
by the Retail Advertising Managers 
Departmental and the San Francisco 
Advertising Club, and adopted by the 
convention. 

The resolution read: 

“Whereas, at a meeting of the 
Retail Advertising Managers De- 
partmental of the San Francisco Ad- 
vertising Club held on Thursday, 
May 23, 1935, the question of confi- 
dence in advertising was discussed 
at some length, and 

“Whereas, it was the feeling of 
this group that misrepresentations 
and false claims of much of the na- 
tional advertising through the 
printed word are largely responsible 
for this loss of confidence, and 

“Whereas, many of the misrepre- 
sentations and false claims of ad- 
vertising over the radio are equally 
responsible for much of this loss of 
confidence; 

“Therefore, Be It Resolved, that 
both subjects be taken up at the 
coming Pacific Advertising Clubs As- 
sociation convention at San Diego, 
and 

“Be It Further Resolved, that the 
question of national advertising be 
taken up at the general sessions with 
a view to having the National Bet- 
ter Business Bureau take action, and 

“Be It Further Resolved, that 
the question of radio advertising be 
taken up at the radio departmental 
with a view toward having radio sta- 
tions adhere to a set of self-imposed 
regulations which will eliminate ob- 
jectionable statements in the spe- 
cial interest of radio advertising and 
all advertising in general.” 


Tells Agents About 
Editorial Advances 


How the American Magazine is us- 
ing showmanship to develop greater 
reader interest, following the deci- 
sion of the owners to spend an addi- 
tional $250,000 on the publication this 
year, was described at an editorial 
luncheon at the Barclay hotel at- 
tended by about 75 agenty executives. 

A display of art work, illustrating 
steps in producing color compositions 
for covers and editorial enhancement, 
filled the side and rear sections of 
the speakers’ platform. Art direc- 
tors of agencies, it was revealed, have 
obtained description of the technique 
for advertisements. Inside stories on 
how stories are obtained and strange 
experiences of the staff writers were 
related. 

This was the last such show for 
the spring season. The American re- 
cently staged 15 others, reaching 


about 1,000 advertising executives. 
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WITH OR WITHOUT? 


General advertising in newspapers for the first five | 
months of 1935 gained .9% over the same period of 1934. 


A 


Excluding the Alcoholic Beverage classification, 
there was a loss of 8.4%. 


y 
z Newspapers that have an orderly sales program 
4 based upon definite classification quota show much better 
4 results than these country averages. 
‘ 
7 The Classification Quota Plan is simple and sensible | 
“ because it is based equally upon the opportunity of the ad- 
vertiser and the revenue interest of the publisher. 
rf 
: | Media Records State Reports, showing all General | 
; | and Automotive accounts in each State, make the Classifica- 
. | tion Quota Plan very easy. 
; | 
° We will gladly show any daily newspaper just what | 
y is its reasonable quota in any classification and why. 
at | 
: | 
> 
a 
at 7 
| Z, aes 
b- ¥ y/ 
1d 
, MEDIA RECORDS, Inc. 
i WILLIAM D. NUGENT 
“1 Vice-President in Charge of Sales 
it- 
. 330 West 42nd Street 
t NEW YORK CITY 
3 | 400 West Madison St. 174 East Long St. 25 Kearny St. 


> | Chicago, Ill. Columbus, Ohio San Francisco, Calif. 
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Rapid Electrotype 


Acquires Hoff schneider 


The Rapid Electrotype Company, 
with headquarters in Cincinnati, and 
plants located in Cincinnati and New 
York, has acquired Hoffschneider 
Brothers Electrotype Company of 
San Francisco and Oakland, thus en- 
abling The Rapid Electrotype Com- 
pany, the largest newspaper adver- 
tising electrotype company in the 
world, to give a nation-wide service. 

The Pacific coast division will be 
known as Hoffschneider Brothers Pa- 
cific Division of The Rapid Electro- 
type Company, and will be under the 
management of Bert Hoffschneider, 
assisted by his two brothers, George 
W. Hoffschneider and Forest Hoff- 
schneider. George E. Hoffschneider 
and Arthur Hoffschneider will retire 
from active management, but will 
retain an interest in the company as 
well as in the Rapid Electrotype 
Company. 


Promoted by Pontiac 

George D. Sills, who has been asso- 
ciated with Pontiac Motor Company 
since 1933, has been appointed assist- 
ant sales promotion manager, suc- 
ceeding J. L. Evenson, who recently 
was promoted to manager of the de- 
partment. 


“Outdoors” Appoints 
Don Harway, 155 Montgomery St., 
San Francisco, has been appointed to 
represent Outdoors, Chicago, in the 
Pacific coast states. 


THEM DAYS IS GONE 


bat DON’T ase his dipper today! 


Individual Drinking Cup Company 

used this full page in Detroit 

apers recently to back up soda 

ountains which serve drinks in 
Dixies. 


Donnelley Moves 
The Lee E. Donnelly Company, in- 
dustrial advertising agency, has 
moved from 778 to 524 Union Trust 
Bldg., Cleveland, taking larger space. 


Health Products Backs 
Weekly Song Contest 


An amateur song contest, designed 
to encourage anyone with a desire 
to have his original lyrics, song title, 
or even a basic song idea, printed 
and broadcast over the nationwide 
WABC-Columbia network, will be in- 
stituted as part of the weekly “Na- 
tional Amateur Night” broadcasts, 
starting July 14. The contest will be 
sponsored by the Health Products 
Corporation, the series sponsor, and 
by Popular Songs Magazine. 

Each week a winning song will be 
presented on the program, and each 
month, a winning song will be pub- 
lished by a music company. Many 
prizes, in addition to royalties on the 
songs published, will be given to 
winners. 


Detroiters at Picnic 


Members of the Women’s Advertis- 
ing Club of Detroit held their annual 
summer picnic supper and play day 
June 22 at the summer home of Mrs. 
Will Reeva Leidich, Lake Orion. The 
committee on arrangements included 
Louise C. Grace, Mrs. Ila Leonard, 
and Mrs. Ruth Franklin. 


Starts House Magazine 


International Business Machines 
Corporation, New York, has launched 
a new magazine under the title 
“Think,” for circulation among its 
employes and customers, and other 
business executives. 


Advertising Age carries 


the largest advertising 


lineage because it gives 


the biggest dollar's worth 


of promotion value. 


Co-op Effort 
Called Need 
Of Railroads 


Chicago, June 27.—Co-operative ad- 
vertising by railroads is more impor- 
tant now than individual advertising, 
Samuel O. Dunn, editor of Railway 
Age and chairman of the board of the 
Simmons-Boardman Publishing Com- 
pany, told the Chicago Federated Ad- 
vertising Club today, because their 
principal competition is air and high- 
way carriers. 

“The advertising of the western 
roads is being done jointly, rather 
than by individual railways,” he ex- 
plained, “because it is aimed at get- 
ting people to travel not on this or 
that railway, but on the railways. 
There is still much competition be- 
tween the railways themselves for 
passenger business. The principal 
competition now, however, is between 
the railways on the one side and the 
air and highway carriers on the 
other side. 

“Millions of passengers have left 
the railways. Millions of the young- 
er generation have not traveled by 
them at all. One of the biggest sell- 
ing tasks they have is to recover as 
many as they can of the passengers 
they have lost and to make young 
people desire to travel by rail.” 

Air-conditioning, he pointed out, 
has given the railways something 
new and interesting to feature in 
their advertising. There are now 
about 6,000 air-conditioned passenger 
cars. 

The trend of passenger business is 
upward, Mr. Dunn said, pointing to 
1934 as the first year since 1923 in 
which passenger traffic showed an in- 
crease. The western railroads, which 
have been more aggressive in reduc- 
ing fares, advertising and develop- 
ing other merchandising plans, 
showed an increase of 15 per cent, 
as compared with seven per cent for 
railroads generally. 

Total railroad advertising expendi- 
tures, he reported, increased from 
about $7,500,000 in 1922 to a peak of 
$19,000,000 in 1929. They declined to 
$7,810,000 in 1933. 

“I do not believe the railroads have 
ever spent as much for advertising as 
they should have,” said Mr. Dunn. 
“I think they should have spent more 
both to attract business and for the 
purpose of presenting the facts about 
their business and problems to the 
public. 

“Indirectly they have been for some 
years in competition with the auto- 
mobile business, which is, I believe, 
the largest advertiser in the country. 
The railroads might by joint adver- 
tising have retained some of the 
business they have lost; it would 
have enabled them to get a better 
break from the press and public opin- 
ion. 

“There is no question in my mind 
that if and when general business 
improves, the railroads will become 
larger advertisers than ever before, 
and that they will decide it is expedi- 
ent to do a large amount of advertis- 
ing jointly.” 


Newspaper Tie-Up 
Arranged by WFIL 


WFIL, Philadelphia, which re- 
cently signed a contract for Inter- 
national News Service, has made a 
reciprocal advertising arrangement 
with the Philadelphia Record, morn- 
ing daily, and the Philadelphia Daily 
News, evening paper. The studio will 
receive advertising space in return 
for spot announcements on the four 
regular news programs. 

A commercial announcement, such 
as, “For complete details of this 
story, read the Philadelphia Daily 
News,” will be heard at the end of 
the news broadcast. WFIL advertis- 
ing copy can only be institutional 
in nature, with no direct mention of 
commercial accounts. WFIL is the 
Philadelphia outlet of the NBC Blue 
network. 


Elect Five Trustees 

Five new trustees have been elected 
by the Cleveland Advertising Club, 
for three year terms. They are: 
Earle L. Johnson, Leisy Brewing 
Company; George F. Buehler, Bueh- 
ler Printcraft Company; William N. 
Bayless, Bayless-Kerr Company; Em- 
mett W. Rutledge, Central Outdoor 
Advertising Company; and Francis 
R. Howe, S. D. Warren Company. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


PHOTO-OFFSET 


SAVE TYPESETTING AND EN- 
GRAVING costs by Photo- Offset, 
most economical printing process. 
We reproduce direct from your copy 
for as little as $1.50 a hundred 
copies; additional hundreds 20c. 
Anything we can photograph, we 
can Photo-Offset. Samples. Laurel 
Process, 480 Canal Street, New York, 
Walker 5-0528. 


HELP WANTED 


Wanted, an editor who really 
knows all branches of the dairy 
field—milk, ice cream, cheese, butter. 
Outline experience, qualifications. 
Box 599, ADVERTISING AGE, Chicago. 


Advertising Solicitor — with busi- 
ness paper experience. Want self- 
starter, with successful record, cap- 
able of taking full charge. Give full 
details, salary, etc. Box 600, ADVER- 
TISING AGE, Chicago. 


Wanted, two advertising solicitors 
—one in East and one in Middle 
West with experience in dairy field. 
Box 601, ADVERTISING AGE, Chicago. 


PUBLICATIONS WANTED 


Trade Papers, Periodicals &c.— 
Young Englishman, with London 
Office, seeks additional British ad- 
vertising representation for Ameri- 
can periodicals. Address C. E. Ede, 
5, Lloyds Avenue, London, E. C. 3. 


Harness Company 
Names Brinckerhoff 


Brinckerhoff, Inc., Chicago, has 
been appointed to place advertising 
of Bona Allen, Inc., Buford, Ga., said 
to be America’s largest harness and 
collar manufacturer. 

The company’s product, Latigotan 
weather-proofed harness, will be ad- 
vertised in a business publication 
campaign, which will feature a his- 
toric-institutional theme. The adver- 
tising will be illustrated with a series 
of paintings by Victor Bancroft 
Wells, the agency’s art director. 


K. & E. Promotes Degen; 
Adds Leavitt to Staff 


Robert F. Degen, associated with 
Kenyon & Eckhardt, Inc., New York, 
for three years, has been appointed 
merchandising and sales promotion 
manager of the agency. Robert K. 
Leavitt, former advertising manager 
of Onyx Hosiery, Inc., has joined 
Kenyon & Eckhardt. 

W. & J. Sloane, Retail, New York, 
has appointed Kenyon & Eckhardt as 
advertising counsel, effective imme- 
diately. 


Bans Artificial Coloring 


Artificial coloring of macaroni, spa- 
ghetti, noodles and similar products 
has been outlawed by the U. S. Food 
and Drug Administration. The ad- 
ministration held that use of color- 
ing, regardless of its source or na- 
ture, constitutes adulteration, and 
that addition of coloring matters 
“conceals inferiority, a form of adul- 
teration which no form of labeling 
can correct.” 


Ad Distributors to 


Meet in Milwaukee 


The Advertising Distributors Asso- 
ciation will hold its fifth annual con- 
vention in Milwaukee July 5-7, at the 
Schroeder Hotel. 

At the convention, leaders in the 
industry will discuss the newest and 
best methods of advertising distribu- 
tion. Jay G. Kruss is secretary of 
the association, with offices at 123 
W. Madison St., Chicago. 


“Zontian” Enlarged 


The format of The Zontian, Chi- 
cago official publication of Zonta In- 
ternational, organization of promi- 
nent professional and business wo- 
men, will be enlarged to 9 by 12 
inches beginning with the August 
issue. Sabina Fromhold is editor 


and Harriet C. Richards is business 


manager. 
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Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 772. Tracking Down Recovery in 

Residential Building. 

The first of a series of four bulle- 
tins, “Tracking Down Recovery,” has 
been released by Dodge Statistical Re- 
search Service. It tells why “it 
begins to look as if the long-expected 
revival of residential building had 
definitely arrived.” 


No. 773. An Inventory of 100 Cigar 

Outlets. 

The Indianapolis Times’ merchan- 
dising department has secured data 
on the position of all cigar brands in 
all price ranges in the Indianapolis 
market. Among pertinent data dis- 
covered are the number of brands in 
each price range, and the number of 
brands stocked by the average store 
in each price range. 


No. 774. Specimens of Printing on 
Kleerfect and Hyfect. 
Kimberly-Clark Corporation 

gathers together examples of print- 

ing on Kleerfect printing paper, to 
show how Kleerfect reproduces four- 
color photography, combination wash 
and line, and other work. Also dis- 
played are specimens of printing on 
Hyfect, all-purpose book paper. 


No. 775. A Market of 12 Million 

People. 

Country weekly newspapers, reach- 
ing 3,364 communities or a market 
of 12,000,000 people, are listed by sec- 
tional groups in Western Newspaper 
Union’s new market book. Striking 
figures show the importance of small 
towns and rural communities in ad- 
vertising and sales plans. 


No. 776. KYW Areas. 


This brochure maps the primary 
and secondary listening areas of 
KYW, Philadelphia. The areas were 
determined by tabulation of all list- 
ener mail over a three-months period. 
Statistics on buying power and an- 
nual retail sales are provided, in re- 
lation to these areas. 


No. 701. Describing a Merchandising 
Service That Builds Sales in Chi 
cago. 

An interesting brochure explaining 
in detail how Creative Displays, Inc., 
operates in window display installa- 
tion work for national advertisers. 
The various forms and checks on in- 
stallers used are included and ex- 
plained. The booklet will give many 
advertisers a new idea of the inside 
workings of a display installation 
service. 


741. Good Housekeeping Announces 
the Beauty Clinic. 


Good Housekeeping pictures its 
new beauty salon, where the maga- 
zine’s beauty editor and assistants 
will determine the practical worth 
of beauty preparations offered for 
advertising in Good Housekeeping, 
supplementing the scientific tests of 
purity and safety as conducted for 
many years by Good Housekeeping 
Bureau. 


No. 747. Newspaper Reading Habits 
of New Car Purchasers in Iowa, 
1934. 

Each new car purchaser in Iowa 
during 1934 was asked to state the 
names of daily and Sunday newspa- 
pers read regularly, and the name 
and address of the dealer from whom 
the car was purchased. The Des 
Moines Register and Tribune pre- 
sents the survey results. 


No. 763. A New Survey! 23 Market 
Areas of Los Angeles County. 


The Los Angeles Times has con- 
densed in this booklet the findings 
of its exhaustive survey of the eco- 
nomic effect of unemployment and 
the readership of newspapers by 
charity families in its metropolitan 
area. Vari-colored cellophane pieces 
are included, to be used for quick 
sizing up of a four-color map of 
Los Angeles county. 


Approves Bill to 
Advertise Wisconsin 


The Staudenmaier bill, providing 
for a $50,000 annual appropriation to 
advertise Wisconsin’s recreational ad- 
vantages to tourists, was passed by 
the state senate June 24. 

The state assembly, on the same 
day, passed the Novotny bill, which 
would prohibit political candidates 
from distributing matches, whether 
or not they contain advertising. 


Brendel Joins Hancock 


Louis Brendel, formerly of the 
copy staff of Sutherland-Abbott, Inc., 
Boston, has resigned to become as- 
sistant sales manager of the Han- 
cock Valve Company, a division of 
the Consolidated Ashcroft Hancock 
Company at Bridgeport, Conn. He 
will be engaged in sales organization 
work and product design. 


Ben-Gay and 
Lotion Maker 
ToAlter Copy 


Washington, D. C., June 27.—The 
Federal Trade Commission has an- 
nounced that Thomas Leeming & 
Co., New York, and Esbencott Lab- 
oratories, Portland, Ore., makers of 
Baume Bengue and Santiseptic Lo- 
tion respectively, have agreed to al- 
ter their advertising practices. 

The manufacturer of Baume 
Bengue, also known as Ben-Gay, has 
agreed to cease representing that the 
product penetrates “deeper,” or pene- 
trates into the muscles or joints 
themselves, or stays there until the 


pain is “banished,” “routed,” or 
“killed.” Neither is the claim to be 
made that the product is an effective 
remedy for any ailment unless “dem- 
onstrable scientific facts or substan- 
tial medical opinion” are produced. 

The Portland firm, making Santi- 
septic lotion, has stated that it will 
cease advertising that the lotion is 
a “competent therapeutic treatment” 
for a number of conditions. 


Stabilizes Employment 

The Nunn-Bush Shoe Company, 
Milwaukee, has assured 700 em- 
ployes the security of a yearly sal- 
ary, eliminating the uncertainty of 
wages that depend on fluctuating 
production. Each employe will now 
receive 52 pay checks a year. The 
total number of employes’ thus 
placed on a yearly basis is raised to 
1,000, counting office help. 


Advertising Writer 
Wins Jury Verdict 

Damages of $1,950 have been 
awarded Edward J. McMahon, Devon, 
Conn., advertising writer, against the 
Bryant Electric Company, Bridge- 
port, maker of electrical equipment, 
by a jury in Fairfield County superior 
court. Breach of contract was 
charged. 
Mr. McMahon claimed that on Jan. 
2, 1934, the company agreed to pur- 
chase a series of 12 monthly adver- 
tising plans at $300 a plan, and after 
publication of the April plan, refused 
to proceed with the contract. 


Hotel Names K. H. & P. 


The Madison Hotel, New York, has 
appointed Kimball, Hubbard & Powel. 
Newspapers, class magazines and di- 
rect mail will be employed. 


Check this Record 


National Advertising 


First Quarter 1935 


—Linage— 
1934 §=1935 
Sree 23,058 33,432 
February ....... 23,604 22,834 
| 17,164 30,254 
eee 63,826 86,520 
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Evanston is the shopping 


(fain mn 
NATIONAL 
ADVERTISING 


FOR THE FIRST THREE MONTHS of 1935 


economical and 


effective 
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“/he RICHEST 


EVANSTON 


MARKET IN AMERICA 


CHICAGO 


center of over 121,000 peo- 
ple, people with more 
money to buy than any 
other comparable area in 
America. The Evanston 
Daily News Index and its 
supplement the North 
Shore Shopper with a com- 
bined circulation of 39,137 
—blanket 100% of the 
31,774 families in this rich 


area. The Evanston Daily — 


News Index with a daily cir- 
culation in excess of 6,000 
and the North Shore Shop- 
per with a weekly circulation 
of 33,137 give you the most 


The EVANSTON 
DAILY NEWS-INDEX 


AND NORTH SHORE SHOPPER 
Blankets Evanston and The North Shore 100% 


Represented by JULIUS MATHEWS Special Agency 


NEW YORK 


BOSTON 


coverage of this superb 
market. 


In 1934 the Evanston 
Daily News Index printed 
more local food and gro- 
cery linage than any Chi- 
cago newspaper (except 
the Chicago Daily News) 
with a total of 694,904 lines 
which was'a gain over 1933 
of 128,674 lines. 


Smart national advertis- 
ers are quick to see the 
value of this rich area and 
have increased their sched- 
ules for the first 3 months of 
1935—over 35%.. 
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Coffee Experts 
Ask $5,000,000 
For Promotion 


(Continued from Page 1, Col. 3) 
tising campaign was presented to the 
convention by W. F. Williamson, sec- 


retary of Associated Coffee Indus- 
tries of America. 
Mr. Williamson, who maintains 


headquarters in New York, was pre- 
ceded on the program by Herbert 
Delafield, who reported on “Negotia- 
tions for a Coffee Promotion Fund.” 
Mr. Delafield, who is with Durand- 
MeNeill-Horner Company, Chicago, 
was re-elected chairman of the Asso- 
ciated Coffee Industries of America. 
Alternative methods of collecting 


the assessments were presented at 
the meeting. One is to collect the 
money through steamship lines bring- 
ing the raw coffee into this country. 
A surcharge of ten cents a bag would 
be added under this plan. 

The other method would be to col- 
lect the assessments through coopera- 
tion with authorities at various ports 
of entry. 

While many copy angles have been 
given consideration, two basic themes 
will get initial emphasis and will be 
mentioned in every succeeding adver- 
tisement, even though some seasonal 
feature may carry the headline. The 
industry hopes to convince the public 
that the legend that coffee keeps the 
drinker awake at night is a canard. 
Secondly, it will make an effort to 
educate the public as to the proper 
method of brewing coffee. The aver- 


age cup of coffee is so weak that it is 
coffee only by courtesy, it is asserted. 
The association will have a scien- 
tific basis for its argument, refuting 
sO Many current campaigns of sub- 
stitutes, that coffee does not banish 
sleep. For two years, Dr. Marion G. 
Frank, of the University of Chicago, 
has conducted research on this ques- 
tion. The study has proved, it is 
said, that coffee is harmful only to a 
small minority which suffers peculiar 
physical reactions to the beverage. 
In some cases, coffee was found to 
be not merely innocuous, but defi- 
nitely beneficial as a “heart food.” 
Beyond these fundamental proposi- 
tions, the association will give its 
copy seasonal missions such as pro- 
motion of iced coffee in hot weather. 
It will also relate some of the 
romances and legends which have 


been woven about this product since 
it became the national drink of 
Arabia in the fifteenth century and 
gradually conquered the remainder of 
the civilized world. 


Wadsworth Joins Budd 


W. B. Wadsworth, for ten years 
manager of the Chicago office of 
Peoples Popular Monthly and for the 
past two years associated with Ma- 
jor Market Newspapers, Inc., has 
joined the sales staff of The John 
Budd Company, Chicago, newspaper 
representative. 


Washburn to McCall 


W. D. Washburn has joined the 
Chicago staff of the McCall Com- 
pany. He formerly represented the 
Chicago American and The Ameri- 
can Home. 


ye 


FEAT URE §S 


With the cooperation and guidance of an editorial board of 
outstanding national authorities—Managing Editor, James P. 
Dobyns, protege of the late Matthew O. Foley. inaugurates 
a larger, more comprehensive editorial program to more 
efficiently serve our rapidly increasing readership. 


Among the many new editorial features to be introduced are 
—a Food and Dietetic Department, under the direction of a 
full time editor, Helen R. Young, dietitian, and supervised by 
W. Marcel Shaw. Chef de Cuisine of the Lutheran Memorial 
Hospital, Chicago—and a Record Librarians’ Department. 
edited by Edna Huffman, president of the Association of 


Medical Record Librarians of North America. 


Many other 


new features now in preparation will be announced soon. 


To make HOSPITAL MANAGEMENT as readable as it is 
interesting, an entirely new format has been designed. 
Striking new type faces—smart layout and typography—and 
more and finer illustrations combine to make the new 
HOSPITAL MANAGEMENT an outstanding example of the 


modern trend in business paper production. 


Its greater 


readability is sure to be appreciated by subscriber and 


advertiser alike. 


"A 
HOSPITAL 
ay V Lanagement i op Wikies melee 
Chicago * 


~ NEW YORK 


ANNOUNCEMENT 


New... 


MANAGEMENT 


HOSPITAL MANAGEMENT is now owned and 
operated by INSTITUTIONAL PUBLICATIONS, 
INC. The new publishers pledge to continue 


the same forceful program that has character- 
ized its editorial policies during its past nine- 
teen years of service to the industry. They 
further pledge to give the Hospital Field a 
modem, outstanding business publication sure 
to be a constructive potent force in shaping the 
future destinies of the field. Entirely new Busi- 


ness, Editorial and 


Circulation departments 


have been organized with increased staffs to 
insure prompt, efficient service to both reader 


and advertiser. 
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Effective with the August issue, the cir- 
culation of HOSPITAL MANAGEMENT 
will be increased to 5700—a bonus of 
1700 copies in excess of our present 
circulation guarantee. Wise advertisers 
will plan to cash in on this increased 
coverage by contracting space while 
present low rates prevail. 


A new study on BUYING HABITS AND TRENDS 
IN THE HOSPITAL FIELD is in production—it will 
be available upon request to advertisers and their 


agents within 30 days. 


TOLEDO 


Write for your copy NOW. 


AVENUE 


AAA WON'T HURT 
ADVERTISING IS 
WALLACE BELIEF 


(Continued from Page 1, Col. 4) 
ments on the ground that they are 
regulatory of advertising. In your 
letter of June 19, you propose an 
amendment to the bill which is not 
only contradictory with Bulletin 6430 
but with itself. The first part of your 
proposed amendment reiterates the 
demand that regulation of advertis- 
ing by the government be prohibited; 
but the last part takes a directly op- 
posite position, and demands that the 
government include an advertising 
provision in marketing agreements. 
Such inclusion would inevitably mean 
regulation of advertising by the gov- 
ernment which is a party to these 
agreements. 

“Instead of criticizing the Agricul- 
tural Adjustment Administration for 
seeking to regulate advertising, your 
criticism now is that the administra- 
tion refuses to undertake such regu- 
lations. You even cite the case of 
the prune agreement in which the 
Adjustment Administration declined 
to include provisions for spreading 
advertising allotments over the in- 
dustry, because the administration 
would have to accept responsibility 
for proper expenditure of such funds 
under such a provision, and no mat- 
ter how fair the Secretary tried to 
be in allocation of advertising, the 
government would be accused of 
seeking to control or influence the 
press through control of advertising 
revenue. 

Encouraged Its Use 


“Though the administration deter- 
mined to do nothing that would be 
interpreted by any stretch of the 
imagination as interference with free- 
dom of the press, we affirmed our 
recognition of the value of advertis- 
ing and encouraged the use of the 
cooperatives’ facilities outside the 
agreement to facilitate collection and 
use of advertising funds.” 

The letter states that the amend- 
ments to the bill “do not give the 
government authority to interfere 
with advertising.” 

The third point made in the letter 
of Secretary Wallace is complete dis- 
agreement “with your contention that 
refunds of processing taxes to proces- 
sors should be allowed in event the 
levying of these taxes by Congress 
should be held unconstitutional.” It 
is held that “refunding to processors 
of several hundred million dollars 
which they have already taken from 
consumers and which they could not 
possibly pay back to consumers would 
constitute one of the greatest raids 
ever perpetrated upon the Treasury 
and upon the taxpayers. I am em- 
phatically in favor of the amendment, 
opposed by you, which would defi- 
nitely head off the possibility of any 
such raid upon public funds.” 

Secretary Wallace charges that 
“organized meat packers, canners, 
textile operators and other proces- 
sors” have a record “of fighting every 
important piece of farm legislation 
that comes up.” He adds that “they 
have sought repeatedly to align the 
press against the amendments by pre- 
tending that in some way or other 
these amendments would be harmful 
to the newspapers and their advertis- 
ing revenue.” 

It is held that ‘the vast majority 
of newspaper publishers recognized 
that the great improvement in adver- 
tising revenue of the past two years 
is due in considerable part to the in- 
crease in farm purchasing power that 
has resulted from operations under 
the Agricultural Adjustment Act, and 
that the only direct effect of the 
amendments on newspaper revenue 
would be to assure continuance of 
this improvement.” 

Closing this three page letter, Sec- 
retary Wallace asserts: “I believe the 
overwhelming majority of newspaper 
publishers will be highly impatient 
by the reiteration of worn-out and 
contradictory arguments long em- 
ployed for selfish reasons by proces- 
sors in an effort to frighten the news- 
papers into taking a position con- 
trary to the economic welfare of the 
people and the press.” 
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ADVERTISING AGE 


OTOGRAPHIC 


REVIEW 


OF THE WEEK 


PLAY PROMINENT PARTS AT COAST MEETING 


Snapped between sessions of the Pacific Advertising Clubs Associa- 

tion at San Diego last week by the "Advertising Age” photographer 

was this trio. Left to right; Howard Willoughby, director of sales, 

Foster & Kleiser Company, San Francisco; George Wisting, presi- 

dent, Advertising Club of Portland; and L. C. Sorensen, president of 

Turco Products, Inc., Los Angeles, who headed the sales management 
departmental. (Story on Page |.) 


P. A. C. A. PRESIDENT AND SPEAKER CONFER 


D. R. Minshall (left), retiring president of the Pacific Advertising 

Clubs Association, and Dr. Thomas Nixon Carver of Harvard Uni- 

versity, principal speaker at the first general session of the associa- 

tion's convention in San Diego last week, look over the program. 
(Story on Page |.) 


THREE DIMENSIONS 


“WHO'S AFRAID 
OF THE DARK 7 


The legs on this Burgess flashlight dis- 
play, produced by Ketterlinus Lithograph 
Company, Philadelphia, are rounded and 
the curved body fits over them. The 
construction is patented. 


FARM PUBLISHER 


Graham Patterson, new president 
and publisher of "The Farm Jour- 
nal," Philadelphia. 


BELL BOYS POINT OUT THE TIME ON THIS DISPLAY 


Painted bulletin for Hotel President, New York, near the entrance to the Holland Tunnel, in which miniature 
bell boys serve as hands on the eight-foot clock. National Time & Signal Corporation, Detroit, built the 
clock and hands for Advertising Bureau, Inc., the agency. O'Mealia Outdoor Advertising Company erected 


the display. 


PINAUD PACKAGES MASCARA IN A TUBE 


z 


ae 


Pinaud, Inc., New York, has been given a design patent on this fully 

streamlined tube for Six Twelve mascara. The resemblance to the 

indispensable lipstick subtly suggests that Six Twelve is also a daily 
necessity. Calkins & Holden, New York, are the agency. 


NEW PACKAGE FOR ALBOLENE SOLID 


This new product of McKesson & Robbins, Inc., for the care of the 

skin is now being featured in advertising in women's magazines. 

The product, which is shown here in a four-ounce jar, also comes in 
one-pound tins. 


WOMEN HONORED AT P. A. C. A. CONVENTION 


—=— Boe eo - =a 


Left to right, Mrs. D. R. Minshall, wife of the P. A. C. A. president; 
Mrs. Josephine Forney, executive secretary of the Advertising Club 
of Portland; and Helen Augsburg, Oakland, P. A. C. A. vice-presi- 
dent at large, who were honored at the women's breakfast held in 
connection with the annual convention last week. (Story on Page 1.) 
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CAqQUUTL. 


The $3.00 magazine 


with at least 230.000 
A.B.C. readers=—and 


the Lord only knows 


how many more. 


CAQUUTE. 


THE M AZINE FOR MEN 
366 Madison Ave.. New York City 


30c PER COPY $5.00 PER YEAR 
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